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SPEAKING OF 


HEN a high class department 

store finds its jewelry depart- 
ment the best place to sell radios, 
the independent jeweler would do 
well to consider if he is not passing 
up a good thing, if he does not push 
a line of radios. Autumn is the 
best season to start a radio cam- 
paign, for it is then that football 
becomes the national sport, and by 
means of radio the ardent football 
fan can get all his favorite teams. 
Here is what the merchandise man- 
ager of A. Harris & Co., Inc., Dal- 
las, Texas, has to say of the radio 
proposition: “We find radios sell 
best in the first floor jewelry sec- 
tion, and feature them extensively 
for all special occasions. We sell 
them just as we do watches or sil- 
verware—do not install or service 
them. We carry only the small table 
and portable models, at prices rang- 
ing from $10.95 to $39.50, and lay 
special emphasis upon them as a 
wedding gift for the fall bride.” 


© 
LUCKY is the word for petite 


Bernice Jones who runs a jew- 
elry store in the small community of 
Eyota, Minn. (population 404). 

She’s only three feet nine inches 
tall, victim of illness in her infancy. 
Her mother and dad were farmers, 
and Bernice wanted to be self- 
supporting. After graduating from 
the local high school she cast about 
for a useful vocation for which she 
might fit herself, and decided to 
learn watchmaking. 

So off she went to the Stone 
School of Watchmaking at Minneap- 
olis, for a year’s earnest study. 

It was on Aug. 4, 1935, that lit- 
tle Miss Jones opened her own shop 
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THE 


JEWELRY TRADE 


in the old home town. Today finds 
her happy at her profitable work, 
with a complete bench and _ tools, 
and the only jewelry business—ex- 
cept for a drug store that carries 
some jewelry—in Eyota. 
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664" EPTEMBER is none too early 

to start Christmas advertis- 
ing,” said the president of Dunbar 
Jewelers, Inc., Yakima, Wash. 
“Jewelry, in particular, should be 
featured early. By giving the patron 
a chance to budget his expenditure, 








a much more substantial gift will 
frequently be purchased. An ad 
that brought particularly good re- 
sults was headed: 


WHAT! 


Christmas Shopping in Sep- 
tember? 

Yes, indeed. With prices 
acting up the way they are 
many wise men and women are 
‘doing their Christmas shopping 
early.’ It’s especially sagacious 
to do this when jewelry or sil- 
verware is contemplated, be- 
cause from all indications, De- 
cember prices will be higher. A 
little payment each week or 
month will reserve any article 
you select, and when the holi- 
day rolls around your pocket- 
book will be very grateful for 
your forethought. 


We also sent out a little folder 
49 


to our charge patrons, showing the 
increases in wholesale market 
prices, and showed them that real 
economy would be effected by an 
early purchase.” 
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O more gold watches, rings, 

bracelets or other ornaments 
containing gold are on display in 
Tokyo jewelry store windows, or 
in any of the 36,000 retail establish- 
ments in Tokyo Prefecture, for that 
matter. 

The action was decided June 1 
as an expedient to help the govern- 
ment acquire more gold to bolster 
the nation’s reserve and also to dis- 
courage the public from buying gold 
articles. 

Considerable opposition at first 
was encountered when Finance Min- 
istry and prefectural government of- 
ficials suggested the idea to 40 
watchmakers, jewelry shop opera- 
tors and department store represen- 
tatives. The merchants argued that 
an order to stop displaying gold 
would be tantamount to an outright 
ban on gold sales. 

Two hours later, however, after 
the Government officials had ex- 
plained fully and painstakingly the 
Government’s position, a general 
agreement was reached on the fol- 
lowing three points: 

1. Dealers will refrain from ad- 
vertising gold articles for sale. 

2. Posters urging the people to 
sell their gold to the national trea- 
sury will be displayed prominently 
in all stores. 

3. Gold merchandise no longer 
will be displayed in store windows. 
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6¢ | ) UBLIC weddings are no long- 
er a novelty,” said Robert 
Slayton, manager of Woods, Inc., 
















































NCE AGAIN, an aggressive Gruen ad- 

vertising campaign helps you sell, builds 
profits for Gruen jewelers everywhere! These 
hard-hitting advertisements, appearing in 
national magazines from coast to Coast, 
repeat the Gruen advice: “Gifts from Your 
Jeweler Are Gifts at Their Best,” and will 
announce Gruen’s newest and greatest 
achievement, the new Gruen Veri-Thin 
wristwatch for ladies! Plan now to take 
advantage of this merchandising help—get 
on the Gruen bandwagon! 


TheGruen Watch Company, Time Hill, Cincinnati, O., U.S.A. 


In Canada, Toronto, Ont. 


© GRUEN 


THE PRECISION WATCH 


50 


Gruen Full-Page Advertisements Will 
Appear in These Magazines Having More 





Than 66,000,000 Readers 


PUBLICATION 

Esquire ..... Sept. 
Sat. Eve. Post .. Oct. 7 
eta was 3 ~ Oe 
Vogue. .... . Oct. 15 
New Yorker . . Oct. 21 
Require... ..- Nov. 
Chr. Sci. Monitor. Dec. 2 
Sat. Eve. Post .. Dec.9 
Esquire ..... Dee. 
Liberty .... . Dec. 16 


Contractors & Eng. 
Monthly ... Oct. 
Journal of American 


Medical Assn. . Oct. 28 
R. N. (Journal for 
Nurses) .... Nov. 


Medical Economics Nov. 
American Journal of 


Nursing .... Dee. 
Engineering News 
Record Dec. 7 
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Wichita, Kan., “but the modern twist 
given to such an event recently gave 
excellent publicity to all the firms 
participating in the event. A local 
paper conceived the idea of a radio 
wedding, i. e., a public wedding, all 
the festivities of which should be 
broadcast. We furnished the wedding 
ring for the happy pair and the fact 
was announced over the radio in 
connection with the list of wedding 
gifts. 

“The manner in which the radio 
bride and groom were presented, to 
the public was unique in itself. It 
took the form of a novelette, the story 
occupying the middle columns of a 
half dozen pages of the newspaper, 
while the outer columns were re- 
served for the individual ads of the 
firms sponsoring the affair. 

“Our chapter told of the pair com- 
ing in to thank us for our gift of the 
beautiful wedding ring; of the bride’s 
admiration of certain of our silver, 
glass and china, and how we sug- 
gested that she select her pattern 
now, and have it recorded in our 
bride’s book, so that all her friends 
could know the patterns she favored, 
and there would be no duplication 
of gifts. 

“There was a big crowd present 
at the ceremony, and it is difficult to 
say how many hundreds more heard 
it over the radio. All the events— 
the musical program, ceremony, and 
list of gifts with the donors of each 

-were broadcast. As we were the 
only jewelry firm participating, at- 
tention was naturally focused upon 
us as the place to secure not only 
the ring, but many ‘gifts that last’ 
for autumn weddings.” 


© © 


HE jeweler in the small town 

can no longer stick strictly to 
jewelry, silverware, watches and 
diamonds, in the opinion of C. F. 
Lauterbach of Lauterbach’s Sons in 
Petersburg, Va., but must handle 
other lines of merchandise to get 
the volume he needs. 

“We put in dollar bags during 
the last depression and we were 
soon selling plenty of them each 
year. Now we sell anything from 
the cheapest to the best bags,” ex- 
plained C. F. Lauterbach. “The de- 
partment stores have been cutting 
in on silverware and jewelry, so 
we have taken on other lines to 
meet this competition. 
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“Your best advertising means is 
your customer.” 
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66 REGON is the fisherman’s 

paradise,” said Larry Schade, 
proprietor of Schade’s jewelry store, 
Medford, Ore. “Accordingly, when 
the National Catfish Derby Associa- 
tion, composed of Medford anglers, 
announced their third annual event, 
we donated the grand prize—a sun- 
gold pedestal surmounted by a ram- 
pant fish. This piscatorial event does 
for Medford what the rodeos do for 
Wyoming, and the fiestas for Cali- 
fornia—attracts large crowds from 
all over the state. The contestants 
are divided into teams of three mem- 
bers each, and the team catching the 
greatest number of catfish in two 
hours is declared the winner. 

“The winning team was composed 
of two men and the six-year-old 
daughter of one of them, who turned 
in a catch of 52 fish. Twenty teams 
competed. Over 4000 people attended 
the derby. Our trophy was passed 
from hand to hand and we received 
publicity that many times exceeded 
the value of the emblem. I consider 
it excellent policy to give artistic 
trophies from time to time, as it not 
only creates an endless amount of 
good will, but it keeps the general 
public aware of the fact that we are 


specialists in the designing of such, 
and gains us many orders both from 
local and out of town organizations.” 


© © 


OPULAR priced watches took 

a sudden spurt in Charles F. 
Schmidt’s store at 8328 Halls Ferry 
Road in St. Louis when Mr. 
Schmidt and several other merchants 
of Baden, a suburban shopping cen- 
ter, launched a “candid camera” 
campaign. 

Mr. Schmidt conceived the idea 
of having a cameraman circulate 
in the Saturday afternoon shopping 
crowd on the streets of Baden each 
week, to take pictures of individual 
shoppers at random, not letting the 
subjects know when they were pho- 
tographed. Enough pictures are 
taken each week for one to be shown 
in each participating store, and they 
are mounted on show cards reading: 
“Another candid picture of a Baden 
shopper; if this candid picture is of 
you, come in and get this gift free.” 


Since no shopper knows whether 
his or her picture has been taken, 
it is necessary for each hopeful to 
visit every cooperating store, where 
the cards are shown on the counters 
inside during the day and in the win- 
dows at night. Each merchant 
donates a $2 prize each week. 
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"This young man wants to buy a wedding ringl” 
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PAGES FROM A PARIS SKETCHBOOK 


Old Styles Inspire the Newest 


RECENT tour of the famous jewel center of Paris 
(which is as exclusive as a hug, in the tight little 
territory it embraces about the Place Vendome and the 
Rue de la Paix!) brought to light many novelties which 
our grandmothers might have worn—and some which 
they never could have. 

Among the latter more modernistic jewel gadgets were 
new versions of the ever favorite clip, to which French 
fantasy has given some fetching twists. Jacques La- 
cloche, on the Place Vendome, features the captivating 
little gem-studded gold scarecrow, shown here, with the 
head of jade, lapis lazuli or carnelian. His fashionable 
mission in life is to scare off—not crows from the corn! 
—but bad luck from the ladies. Boucheron, on the Rue 
de la Paix, is showing a pair of platinum and diamond 
clips in the shape of inch-long feather quills. While the 
idea is not new, the setting of the stones is different and 
effective. One half of the feather—splitting it the long 
way, where the quill passes through—is set with close 
small round stones; the other half is set with quite large 
rectangular baguettes at an oblique angle to the quill, 


52 


diminishing in size toward the tip. These clips are ex- 
tremely graceful and rich-looking. A variation of the 
idea, executed in larger size, and worn as a hair ornament 
is shown in the accompanying sketch. 

Cartier is showing clips of large coral ladybugs with 
diamond insets for the spots—the scarab for good luck 
again. (This appeal to superstition is never-failing with 
the French—and is probably always good with women 
the world over, however much they may disclaim their 
weakness for it.) The matching scarf pin carries a 
smaller coral ladybug on a big gold pin. Laillet on the 
Rue de la Paix displays literally dozens of unique and 
original tiny “charms’’, of the sort suitable for ornaments 
and bracelets, both in plain gold and in platinum set with 
mélée diamonds. The three sketched here are in plat- 
inum with mélées and are among the more amusing ones: 
a chicken in the position of pecking seeds; a woman 
carrying an umbrella with one hand and leading a 
Scottie with the other; a woman pushing a baby car- 
riage. 

But by far the newest and most outstanding trend in 
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| Paris Creations 








jewelry is the revival of old time fashions in a new 
time style, to match the current 1900 trends in feminine 
clothes and hair-do. It is no question of dusting off grand- 
mother’s heirlooms and putting them on display again— 
for while grandmother would have been charmed to 
wear these jewels, she never actually did. For the 
quaintest of them to step out now into the social whirl, 
money must change hands—and that, current coin, no 
Confederate bills accepted! However you may smile at 
floral sunbursts and shirt waist watches on your friend’s 
bosom, you have to respect them. 

Two stunning examples of this new-old art are floral 
watch brooches by Lacloche. Each of these has a tiny 
watch at the center like the “eye” of the daisy. One of 
them has encircling petals of gold with small rubies, 
like dewdrops, on the outer points in clusters of three. 
The other tips the gold petals with sapphires. With 
the watch tie-up, the old-fashioned sunburst effect be- 
comes as new as today. Two of the lovely precious- 
stone flower sprays, which show this old-fashioned, new- 
fashioned influence are illustrated here. One is from 
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by VALMA CLARK 


Tiffany, in clip form, the belled flowers of diamonds 
and rubies mounted in gold. The other is from Mau+ 
boussin—a double clip brooch of diamond tipped with 
sprays of tiny flowers in rubies, with diamond centers. 

Ostertag on the Place Vendome features two such 
flower-spray clips, both large gold ornaments with the 
stones more incidental. One has two gold rosebuds 
springing from a diamond encrusted branch, each with 
a tiny curved hoop of diamonds protruding from the 
opening point of the bud like the flower’s stamens. The 
other is a spray of lilies in the same treatment, with 
the emerging anthers of diamonds. 

Cartier—in the current magnificent annual exposition 
of their jewels (entrance to which is by invitation only) 

-has a lovely, delicate floral spray of diamonds, sap- 
phires and aquamarines, which is, conveniently, both a 
clip and a pin: the two long pin prongs fold like a clip, 
so that the spray may be pinned into the frock and then 
snapped shut there. Among other exclusive, floral- 
inspired Cartier creations are the two pendant clips of 

(Please turn to page 82) 
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T is smart business management for a jeweler to 

write off backward accounts as losses. The practice 
should be carried out at least once a year; better, each 
quarter. The merchant who follows this policy doesn’t 
kid himself into thinking he possesses assets which he 
probably does not. 

And it is equally smart, having freely added old de- 
linquencies to the charge-off list, to expect to secure high 
recoveries. But to obtain this result, the jeweler must 
be on his toes. Varying the collection technique often 
gets an account that has seemed irrevocably lost. Col- 
lections from charged-off accounts are almost so much 
velvet; that is another reason to study this phase of 
collections. 

1.—Keep the charge-off account: alive! While there’s 
life, there’s hope! The fortunes of the debtor, at present 
dragging bottom, may rapidly change for the better. 











Keep the charge-off account alive! 


All sorts of domestic happenings may utterly change 
the complexion of a delinquent account. 

Sometimes a marriage—or even a divorce—turns the 
trick. The debtor may recover his health, get a better 
job, turn a losing business into a successful one. John 
Smith, who always did mean well, but who was sub- 
merged by a too-large family, may find himself a free 
man at last, as the girls marry, and the sons go to work. 

The deadbeat may get religion, and forthwith become 
a conscientious debtor, and willing to pay his debt ob- 





























There’s Gold in Them Thar Files 


High recoveries from charge-offs 
are practically velvet for the jeweler: 
here are. eight practical tips that 


will convert old debts into weleome cash. 


by John T. Bartlett, credit expert 


ligations as fast as he can. This has happened more 
than once! 

So the canny thing is to keep the obligation a virile 
thing. If it is plain open credit, the merchant with vision 
persuades the debtor to sign a note. That lifts the 
matter out of the realm of dispute. It extends the legal 
life of the indebtedness. On the debtor, the moral effect 
is good. 

Of course, no jeweler should ever tell a debtor that 
he has charged off an account. The continuing attitude 
should be that eventual payment is positively expected. 
The jeweler never should betray any other thought. 
Naturally, there are conditions under which it is mighty 
hard to present such a front, but it is necessary. 

No matter how old an account is, if the debtor con- 
tinues to feel a genuine sense of obligation in respect 
to it, the cause is not hopeless. The creditor should do 
all he can to keep the debtor in the mood, “I’m going 
to pay just as soon as I possibly can.” 

2.—Instalment plan with note. It is not hard to get a 
charge-off debtor to explain, fervently, that he is mighty 
sorry he can’t pay; he’ll do so as soon as he can. This 
declaration makes a springboard for the jeweler with 
salesmanship talent. He proceeds to talk the debtor into 
signing an instalment note. This may be payable to, and 
at, an industrial bank; it bears interest, calls for regular 
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weekly or monthly payments. But the jeweler can, if 
he wishes, have the note payable to himself at his store. 

Some jewelers, in order to give the debtor an incentive, 
offer to extend credit, (definitely limited in amount and 
time) to a debtor, as soon as he has signed such a note, 
and actually begun to make such payments as called for. 

3.—Keep up the contacts with the debtors. To send 
a statement each month may be wasteful, but sending 








Maintain personal contact with debtors 


statements, accompanied by a letter, at intervals, is 
good strategy. The letters should be fitted to the in- 
dividual circumstances, as far as the jeweler knows 
them. Debtors should be trained, in the degree feasible, 
to make periodic reports to the store of their circum- 
stances. 

It will pay the jeweler to make an occasional personal 
call, if that is the only way he can obtain down-to-date 
information. The idea is, of course, that when conditions 
surrounding the account change for the better, the store 
should learn the fact soon, to be acted on as seems best. 

4.—Check directories for skips. Some charge-offs are 
of accounts owed by debtors who moved to unknown ad- 
dresses. Year after year, the jeweler should check each 
new telephone and city directory against his skip list. 








Check directories for skips 


The disposition of skips is to eventually return to the 
old home town. 

Learn what other local creditors are interested in 
your skip account, and work with them. Have an under- 
standing that if any merchant learns of a skip’s present 
address—in town or away—he will communicate the 
news to the others. 

Let a debtor’s disappearance be a mystery in which 
the jeweler has permanent interest—something to which 
his mind reverts from time to time, pondering possible 
solution. The general experience is that the location of 
a skip is a mighty good chance to collect. 

5.—Pooled charge-off. The jeweler’s account against 
Joe Doakes is only $9.75—pretty small to go into court 
with. So the jeweler talks the matter over with the 
credit bureau manager, with the result that a number of 
merchants to whom Joe owes money, pool their accounts; 
and proceed to bring action on him. Against the in- 
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SIGN— OR ELSES 








Pooled accounts often get action 


dividual creditors, he had a bold front; now, stiff talk 
brings him into line; he agrees to pay a certain amount 
per week to the credit bureau, to be prorated among 
the creditors. 

6.—New analysis for appeals. When the account of 
Tom Whosis was charged off, he had been out of work 
for months. Now he is employed, but refuses to pay. 

The jeweler’s new analysis of conditions indicates 
the opportunity to use a threat, which, at the time of 
charge-off, was not available, namely, the proposal to 
garnishee. He uses it. Tom comes shuffting in, sullen, 
but prepared to pay five dollars this week, promises 
other payments until the indebtedness is wiped out. 

Re-examination of charge-offs sometimes reveals, as 
in this case, that an appeal which couldn’t be used at. 
time of charge-off now is available. 

7.—Gift offers. A Pacific Coast jeweler, who ad- 
dressed a letter, just before Xmas, to a list of charge- 
offs, offering to give a box of chocolates of a nationally- 
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Gifts sometimes expedite collections 


advertised brand for each five dollars paid on account 
during the next week, made a gratifying number of 
collections. Another jeweler made an offer to his charge- 
offs that he would discount the account 25 per cent and 
mark it paid-in-full, if remittance was received within 
the next two weeks. He made a number of collections. 

8.—Collection agency tips. Common practice of 
jewelers is to refer charge-offs to collection attorneys 
and agencies. Before giving anyone old accounts, the 
jeweler should ascertain just what effort will be put 
into collection. He should have a definite understand- 
ing that the accounts will be returned to him within a 
stated time, if he asks for their return. There is no more 
effective way to completely bury charge-offs than to 
refer them to the wrong collection agency. 

Reason: Some collection agencies are cream-skimmers 
who will put in perfunctory work only. Don’t let a col- 
lection agency be your charge-off morgue! 

Smart merchants often collect as high as 50 per cent 
of their charge-offs. The list of bad accounts is a gold 
mine of a sort for the jeweler who continues to work it 
month in and month out. 






















HE right kind of window displays are the best sell- 
ing medium a jewelry store can have, is the experi- 
ence of Paul Feldenheimer, Inc., Portland, Ore. 

The problem is to get the right kind. A display that 
merely stops people momentarily in order to satisfy their 
curiosity isn’t enough. To do the job right, a window 
must be not only attention-compelling and attractive—it 
must hold the onlooker’s interest long enough to really 
get its story across and suggest a purchase. 

Feldenheimer’s have chalked up a remarkable record 
of creating windows that do exactly that. Here are a 
few of the recent ones that have been outstandingly suc- 
cessful. Some of them are decidedly simple, others are 
more elaborate, but every one has stopped passersby, 
brought people into the store, and created sales. 

One of the simplest and most inexpensive was used 
just a few weeks ago and proved to be highly effective 


Hardly the conventional 
Christmas window— 
but it sold the goods 


Window Ideas 


That Sell Goods 











by FRANK LARWOOD 


Here's a new appeal to 
the oldest and strong- 
est gift-buying reason 


in stimulating sales of silverware. Capitalizing upon the 
instinctive interest in home building during the spring 
and early summer when such building is at its peak, 
Feldenheimer’s placed a few large architectural blue 
prints of house plans on the floor of the window and 
attached another one to the window back surrounded by 
a few architects’ perspective sketches of new homes. 

Laid out on the blue prints was a display of silver 
flatware and hollowware with an easel card which read 
“Your plans for the future should include silver.” Sim- 
ple, but it suggested to many people that they should 
have new silver to measure up to their new homes, and 
several substantial sales resulted. 

Another spring window, which is pictured here, took 
an out-of-the-ordinary approach to suggest engagement 
and wedding gifts. Instead of the conventional figures 
of bride and groom, the “props” consisted of three or 

















Pirates’ loot spilled 
in a tropic sea spells 
the romance of jewels 


four pieces of small tree trunks on one of which were 
carved “N. W. Loves J. R.,” and on another, two hearts 
pinned together with an arrow and the initials. Roughly 
lettered on a rustic board sign attached to one of the logs 
were the words “In the spring a young man’s fancy ———”’ 
A further touch of springtime and color in the woods 
was added by a potted “Oregon grape” with its leaves 
falling over one of the tree trunks. (A fern would do 
as well.) 

On the window floor were shown wedding and engage- 
ment rings, with a few pieces of silver and other gifts 
for the bride. 

Mr. Feldenheimer believes in taking advantage of 
natural seasonal interest, but tries to do it from angles 
that will be different from the ordinary display. “We 
believe that the very fact of our windows being unusual 
is the reason why so many people stop to look at them,” 
said he. 

A window to attract Christmas business, which was 
installed early last December, is a case in point. Instead 
of the stereotyped Santa Claus and Christmas trees, the 
only scenery in the window was a miniature lamp post 
with “street signs” indicating the intersection of Christ- 
mas and Thanksgiving, and a small card bearing the 
message “Christmas is just around the corner.” A touch 
of humor was added by a small toy dog sniffing at the 
lamp post. Appropriate gifts for both men and women 
were attractively displayed. 

The January window admonished one to “Swing into 
the New Year.” A wire and metal bar of music was 
‘placed the length of the window. In the center was a 
‘trombone and clarinet with a piece of sheet music carry 
‘ing the copy. Rings were displayed on large white sheets 
wf paper on each side of the musical instruments and two 
candelabra were placed in each end of the window. 

“Gifts from the heart’? was the selling slogan for 
February. Jewels were displayed on large red hearts 
and one heart, stood up in the center of the window, had 
an arrow shot through it. 

But Feldenheimer’s does not depend upon the calendar 
alone for window themes. Many of their best selling 
windows are equally suitable for any season of the year. 

For example, a recent display of watches was empha 


An old Oriental legend dramatizes 
diamonds as the gift of perfection 











sized by a large facsimile of a page from an appointment 
book which was mounted in the back of the window with 
a card which read “Courtesy demands punctuality.” The 
suggestion of the importance of an accurate timekeeper 
brought home to several men their need for a new watch 
and drew them into the store to buy. 

Jewels have been dramatized to the betterment of 
sales by several outstanding windows. One suggested 
rare treasures by showing on the floor of a tropical sea, 
a pirate’s chest burst open and spilling jewelry. Sea- 
weed, coral, and gaily striped fish in an underwater 
scene decorated the back of the window, in the center of 
which was a large aquarium with live fish and plants. 
White sand covered the floor, and pearls and other 
jewelry were shown on open oyster shells. 

At another time diamonds were featured with an inter- 
pretation of an ancient Japanese legend. The window 
was divided into three parts with the center third en- 
closed except for a large round hole in the black curtain 
hung against the window. Gilt dragons on the curtain 
Hanked each side of the hole. 

On the inside was a statue of Buddha, a replica of 
Mt. Fujiyama and a statue of a Japanese man and 
woman kneeling to Buddha. The inscription used was 
“Buddha bestows upon man and woman the diamond, 
most beautiful and heavenly of all gems.’”’ Diamonds 
were displayed in the other two-thirds of the window. 


(Please turn to page 84) 






















HE National Association of Credit Jewelers’ 13th 

annual convention and jewelry exhibition which 
opens at Hotel Sherman, Chicago, Sunday, Sept. 17, is 
expected to break all previous attendance records. Ad- 
vance registrations from retail jewelers from all parts 
of the country are far in excess of previous years and 
there is every reason to suppose that the 1938 attend- 
ance record will be surpassed. 

No effort has been spared to create a complete 
jewelry display and to formulate an interesting and edu- 
cational business program. The mezzanine, exhibition 
hall and grand ballroom of Hotel Sherman, where the 
exhibits will be held, will be completely redecorated and 
will carry out a modern jewelry motif. There will be 
more than 200 display booths and rooms showing the 
newest jewelry merchandise lines for the fall and holi- 
day trade and those manufacturers who have already 


William Gibson, of Cole & 
Young Co., Chicago, whose 
address of welcome on Mon- 
day, Sept. 18, will officially 
open the N.A.C.J. convention. 
Mr. Gibson was elected N.A. 
C.J. president in 1934 and 
has been re-elected four times. 





reserved space are anticipating a tremendous business. 

The exhibit will open at 9 a. m., Sunday, Sept. 17 
with the entire day to 6 p. m. devoted to the inspection 
of manufacturers’, importers’ and wholesalers’ offerings. 

On Monday, Sept. 18, the business program will be 
opened by an address of welcome by William Gibson, 
Chicago, president of the National Association of Credit 
Jewelers. On this day will also occur the first of two 
presentations of the diamond advertising campaign spon- 
sored by the DeBeers Consolidated Mines, Ltd. This 
presentation, with special displays, will be given by 
Gerold M. Lauck and C. R. Hogen of N. W. Ayer & 
Son, Philadelphia, the advertising agency selected by 
the DeBeers Consolidated Mines, Ltd., to handle this 
campaign. 

Following the diamond presentation, Capt. Otis 
Bryan will speak on “The Importance Of Time In Com- 
mercial Air Transportation.” Captain Bryan is chief 
pilot of the entire TWA System and has flown more 
than 9000 hours and 1,500,000 air miles. Trained by 
the United States Army, he was one of the first air 
transport pilots to make a commercial flight from coast 
to coast. From his wealth of flying experience, Captain 
Bryan is well qualified to talk on the subject he has 
chosen. 

Also on Monday, Sept. 18, there will be a discussion 
of one of the most vital problems now facing the retail 
jewelry industry—optical legislation. This subject. 
with its various national and local ramifications, will be 
discussed by C. D. Kaufman, chairman of the National 
Association of Credit Jewelers’ legislative committee, 
and A. K. Shipe of Washington, D. C., NACJ’s gen- 
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eral counsel. No retail jeweler who now operates an 
optical department in connection with his business will 
fail to be interested in this meeting. 

Tuesday, Sept. 19, will again see the presentation of 
the diamond advertising campaign by Mr. J.auck and 
Mr. Hogen. This will be done in order that those un- 
able to attend the Monday session may learn about this 
great campaign on Tuesday. 

Also on this day’s program will be an advertising and 
promotional talk by one of the industry’s outstanding 
figures and the session will end with a round-table dis- 
cussion of general subjects pertinent to the retail 
jewelry business, under the guidance of Ralph Roessler 


of Marion, Ind. 


Archie K. Shipe, of Washing- 
ton, D. C., N.A.C.J.'s legal 
counsel, who with C. D. Kauf- 
man, head of the legislative 
committee, will discuss legis- 
lation affecting the conduct 
of optical departments in 
jewelry stores. 
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September I7 Through 20 


Another series of round-table meetings will be held 
at 10:30 A.M. Wednesday, Sept. 20, with Maurice A. 
Enggass of Detroit as chairman. These meetings also 
will take up pertinent jewelry problems. This will be 
followed by the annual business meeting, at which of- 
ficers for the 1939-1940 year will be elected. 

The social side of the convention will not be neglected. 
On Sunday night, Sept. 17, will again occur the annual 
College Inn frolic. General Manager Frank W. Bering 
of Hotel Sherman has promised a knockout all-star pro- 
gram headed by Harry James and his orchestra and the 
Original Boogie Woogies and their three pianos. On the 
afternoon of Tuesday, Sept. 19, the annual keno party 
for the ladies will be held. This party has become fa- 


J. Frank Newman, who first 
took over the office of execu- 
tive secretary of the N.A.C.J. 
in 1928, and since then has 
engineered I! successful an- 
nual conventions. He  pre- 
dicts a banner registration at 
this gathering. 
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mous in the last three years for the number and lavish- 
ness of prizes offered by the manufacturers. 
The crowning social event of the convention will be 


Capt. Otis Bryan, chief pilot 
of the TWA System, who will 
talk on "The Importance of 
Time in Commercial Air Trans- 
portation." He has flown more 
than 1,500,000 air miles dur- 
ing his Army and commercial 
flying service. 





the annual banquet on Wednesday night, Sept. 20. For 
this outstanding affair the association has taken over the 
famous Chez Paree night club for the entire evening. 
The banquet, which will begin promptly at 6:30 P.M., 
will be followed by a floor show headed by Abe Lyman 
and his orchestra and the well known Harry Richman, 
supported by an all-star cast. This banquet and show 
together with the novel banquet souvenirs will make that 
evening an occasion long to be remembered. 

The association wishes to emphasize the fact that all 
retail jewelers will be welcome. 

Following is a complete list of exhibitors: 


A J. H. Gross & Co. 
Aisenstein-Woronock & Sons, Gruen Watch Co. 
ne. 
Allison-Kaufman Co. H 
American Jewelers Bureau, Inc. Hamilton Chain Co., Inc. 
American Time Products, Inc. Hamilton Watch Co. 
Arnstein Bros. & Co. Boas Hatowski & Sons 
Art Metal Works Helbros Watch Corp. 
Astorloid Mfg. Co. The Heller Co. 
Atlas Novelty Co. L. Heller & Son, Inc. 
Axel Brothers A. Hirsch Co. 
J. Horowitz & Son 
B 
The Ball Company I 
Banthrico, Inc. International Silver Co. 
Bass-Luckoff, Inc. 
Le Lt agg Co. K 
mi raude & Sons 
Bristol Seamless Ring Co. 1 om, Meee Se 
Bruner-Ritter, Ine. Kinsley-Kovsky Jewelry Mfg. 
Brunswick-Balke-Collender Co. Co. 
Bulova Watch Co. Knapp Monarch Co. 
Buss-Linthicum-Thorson, Inc. Jacques Kreisler Sales Corp. 
Cc L 
Ed Cain & Co. Walter Lampl 
Candid Camera Corp. of Amer- Lehman Bros. Silverware Corp. 
ica Longines-Wittnauer Co., Inc. 
Celluloid Corp. L. Luria & Son 
A. Cohen & Sons Corp. 
Chicago Flexible Shaft Co. M 
Continental Silver Co., Ine. McGraw Electric Co. 
Jacques Mandelbaum, Inc. 
D Manheimer Watch Co. 
Dennison Mfg. Co. Marathon Co. 
Detrola Corp. M. A. Mead & Co. 
E. I. du Pont de Nemours & Co. The Merit Co. 
Metro Associated Services, Inc. 
E Monarch Watch Co. 
Elgin American Co. Mt. Vernon Watch Co., Ine. 
Elgin Nat’! Watch -Co. 
Evans Case Co. N 
5 New Haven Clock Co. 
Fada Radio & Electric Co 0 
Farber Bros. Oneida, Ltd. 
S. W. Farber, Inc. Ollendorff Watch Co. 
Freeman-Daughaday Cv. L. Oppleman, Inc. 
Ostby & Barton 
G 
General Electric Co. P 
I. B. Goodman Mfg. Co. D. A. Pachter Co. 
B. & E. J. Gross Co.. Ine. Park Sherman Co. 


(Please turn to page 121) 

















Modern Wrist Wateh Attachments Climax 


28 Years of Trial and Experiment 


O the question “What creates and maintains maxi 
mum sales of wrist watch attachments?” the abstract 
answer is, “The same methods by which generally in 
creasing volume has been obtained in the sale of auto- 
mobiles, radios, cash registers, and business machines.” 

The actual answer is, “Constant improvements and 
major style changes at sufficiently frequent intervals to 
create consumer demand for something new, long be- 
fore the prior model has been worn for the duration of 
its normal life.” 

The manufacturers of wrist watch attachments have 
constantly improved them, but until the beginning of 
1938 not one major style change had been introduced 
or attempted during the previous seven years; whereas, 
prior to 1931 a distinctly new style was introduced at 
intervals averaging every two to two and a half years 
since 1910. (See Tue Jewevers’ Circutar-Keystone 
for August, 1939, pages 54 and -55, also illustrations 
with this article on pages 60 and 111.) 

Why is it that metal wrist watch attachment sales, 
although of interesting proportions since 1931, have not 
since then enjoyed the increase in volume or consumer 
interest such as prevailed prior to 1931? Some will 
answer: (a) “Depression”; others, (b) “Cords and 
straps are selling,” or (c) “So many new watches now 
come complete with metal attachments.” But these are 
neither individually nor collectively the reason. 

Re answer (a), “Depression.”—-The automobile in- 
dustry, by introducing new designs and features, reached 
its greatest production volume during depression. The 
watch attachment makers waited “seven long years” 
before introducing a major style change. 

Re answer (b), “Cords and straps are selling.”—The 
metal expansible watch bracelet preceded the silk 
watch ribbon. Yet within one year after the watch com- 
panies adopted ribbons as standard equipment, the all- 
metal mesh watch attachment was popularly accepted 
and sold by jewelers everywhere to displace the ribbon 


Sales energy pleases customers with the new, 
high-style watch attachments long before older 
types, now in use, have “worn oat”’’. 


Part II of a study by Charles A. Mealy 


that “came with the watch” as sold by factories or im 
porters. Result—an extra sale. 

The same opportunity is now at hand; namely, re 
place cords with metal bracelets of design or style 
radically different from those in use prior to the intro- 
duction of the silk cord. Don’t expect to revive con- 
sumer interest in metal bracelets by offering the same 
types of bracelets which the public forsook for the 
silk cord. 

The present popularity of the leather strap for men’s 
wrist watches has given the jeweler a unit sale of from 
50 cents to $1.50, instead of the higher unit sale of a 
metal band. This has materially reduced the total sales 
of metal attachments for manufacturers, wholesalers and 
retailers. The leather strap, you will remember, was 
the original and only attachment for a man’s wrist 
watch—and was superseded by the metal band, starting 
in 1929. 

The revival of the strap, however, was not due to a 
style cycle, but rather to the unsatisfactory service ren- 
dered by gold filled men’s bands prior to the perfection 
of the now-available “non-corrosive base.” 

Had a distinct style change in men’s wrist bands been 
introduced simultaneously with the “non-corrosive 
base,” the popular return to the leather strap would 


not have occurred. The male public and better jewelers, 
(Please turn to page 110) 





WATCH BANDS OF TODAY 


How the cumbersome makeshift devices with which wearing the watch on the wrist originated have developed 
into designs that are both practical and beautiful is clearly shown in the presentation on the opposite page 
picturing some of the popular items offered for this season by leading manufacturers. 

Numbers 1 to 17 are expressions of the all metal band with many and ingenious means for locking and adjust- 
ing. Items 22 to 26 are based on the expanding bracelet idea, while 18 to 21 and 27 to 29 show current 
developments of the leather strap. Number 30 is a modern example of the black silk cord which is always 
popular. The makers of the bands shown are as follows: 


|, 2, 3. Jacques Kreisler Mfg. Co., New York 
4. Jacoby-Bender, Inc., New York. 

5. Louis Stern Co., Providence, R. |. 

6. R. F. Simmons Co., Attleboro, Mass. 

7. Bruner-Ritter, Inc., New York. 

8. Kestenman Bros. Mfg. Co., Providence, R. |. 
9. Jacques Kreisler Mfg. Co., New York. 

10. Forstner Chain Corp., Irvington, N. J. 

Il. Kestenman Bros. Mfg. Co., Providence, R. |. 
12. Bruner-Ritter, Inc., New York. 

13. Jacoby-Bender, Inc., New York. 

14, Forstner Chain Corp., Irvington, N. J. 
15, 16. Louis Stern Co., Providence, R. I. 
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17. R. F. Simmons Co., Attleboro, Mass. 
18. Leo Heilbrun, New York. 

19. Cowen Bros., New York. 

20. Lasko Strap Co., New York. 

21. A. Sauer & Co., Cincinnati, Ohio. 
22. D. F. Briggs Co., Attleboro, Mass. 
23. Pitman & Keeler, Attleboro, Mass. 
24. D. F. Briggs Co., Attleboro. Mass. 
25. Pitman & Keeler, Attleboro, Mass. 
26. Gemex Co., Newark, N. J. 

27. A. Sauer & Co., Cincinnati, Ohio. 
28. Lasko Strap Co., New York. 

29. Leo Heilbrun, New York. 

30. Gemex Co., Newark, N. J. 








They’ve Modernized 








@ The Elebash Jewelry Co., 
Montgomery, Ala., has 
changed its name as well as 
its store, although the own- 
ership remains the same, Le- 
Grand Elebash being presi- 
dent. An unusually attrac- 
tive walnut veneer panels the 
backs of the windows which 
are arranged to give max- 
imum display space per foot 
of frontage. Floors of the 
rear windows are dropped to 
provide height for large dis- 
plays such as table settings. 
Venetian blind valances, 
add a note of smartness. 





—Here’s How They Looked, Before and After 


tR OLE wp 
ei avs 


@ Even the old front of the 
McNeel Jewelry Co., San 
Antonio, Texas, shown at the 
left would look well in com- 
parison with many jewelry 
stores. McNeel's, however, 
felt that it should be im- 
proved, and the other pic- 
ture shows the result, ex- 
ecuted in marble .and 
stainless steel. Note espe- 
cially how more display 
space has been obtained, 
although the height of the 
windows has been decreased, 
also the concealed lighting. 
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@ It's hard to believe, but 
these two photographs of the 
store of |. DuBrow, 618-620 
South St., Philadelphia, were 
taken from exactly the same 
spot, and only a few months 
apart. The old narrow front 
has been doubled, by taking 
over the formerly vacant 
store at the right of the old 
one, and the whole front has 
been sheathed in black struc- 
tural glass and translucent 
glass brick. The interior is 
transformed to an equal de- 
gree with tile flooring and 
modern floor and wall cases 
of mahogany. 
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F a historian should be seeking a picture, for his 

archives, of the modern, American jewelry store of 
1939, he would do well to clip the illustrations on this 
page, for the newest establishment of the Associated 
Barr Stores, on Chestnut Street, in Philadelphia, incor- 
porates all of the latest developments in store design. 

Walking down Chestnut Street, one is first attracted 
to the store by a tall, vertical, illuminated sign, which 
glows with a pinkish hue, as it employs zeon, a type of 
neon gas. This sign and the bold name on the facade, 
which is formed by the same tubes of light, have high 
visibility during the day and are exceptionally brilliant 
at night. 

In front of the store the shopper notices that the level 
of the display windows is at the height of his waist and 
hardly extends above his head. This arrangement works 
to the advantage of both the shopper and the display 
man. Here merchandise is concentrated within the 
range of the eye, in a clean, orderly fashion. 

As he steps into the vestibule the shopper checks his 
watch with a clock which is inlaid in the terrazo, and 
lighted from beneath. The vestibule has overhead 
lighting. 

Light, bleached walnut has been used for the floor 
and wall cases, but instead of the traditional mirrors 
the wall cases are backed with white mahogany. The 
linoleum flooring is predominantly light grey, with blue 
markings. 

The cheerful atmosphere is furthered by the decora- 
tion. The center ceiling is a light blue-grey, while the 
lowered ceilings are of light blue, and the walls of a 
darker blue. An always comfortable atmosphere is 
maintained by a 15-ton air-conditioning unit, serviced in 
the basement. 

The lighting is another feature which makes the store 
an ideal one in which to both shop and work. Despite 
the adequate supply of artificial light, there are no glar- 
ing units to create. a disturbing element in this harmo- 
nious setting. Barr’s new store is said to be one of the 
best lighted jewelry establishments in the world. It has 
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some 600 light sockets, for light bulbs of 25 to 500 watts 
each. Nine of the 500-watt size, spaced eight feet apart, 
are placed over the center of the store, while, from the 
lowered ceiling, 60 louvre downlights, with 200-watt 
bulbs, bathe the floor cases, The merchandise is given 
additional commanding attention by immediate lighting 
in the cases. 

In the display windows are 48 reflectors with 200- 
watt lamps and 24 varicolored spotlights with 150-watt 
lamps. 

Additional selling space is provided on the second 
floor, together with individual office space for some 50 
clerical employees. 


@ Contrast the brightly lighted 
interior of Barr's new store with 
a jewelry store of a few years 
back. Such an even distribution 
of light would never have been 
possible before the day of 
louvre lights, some 60 of which 
line the ceiling. The light floor- 
ing and walls help make this a 
cheerful place in which to shop. 























They’ve Stopped It 
In Wisconsin 
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UST why Wisconsin should be so different from other states we wouldn't know, but somehow 
they seem to be able to deal with trade abuses there in a way that other states would do well 
to emulate. 

More than two years ago Wisconsin put into force a law by which unfair competition in the 
watch repair business has been eliminated through the examination and licensing of watchmakers 
and the prohibition of price advertising—a law which has been so successful that jewelers in other 
states are trying to duplicate it (although only Indiana has yet accomplished it). 

Now, Wisconsin has placed on its statute books a new law effective July 1, 1939, which should 
prove a pretty strong deterrent to the activities of the industrial catalog houses in that state. The 
text of the new act follows: Ser 


CHAPTER 129, LAWS OF 1939. 
AN ACT 


To create section 348.54 of the statutes, prohibiting employers from selling cer- 
tain merchandise to their employees, and providing a penalty. 

The people of the state of Wisconsin, represented in senate and assembly, do 
enact as follows: 

Section 1. A new section is added to the statutes to read: 348.54 SALE OF 
CERTAIN MERCHANDISE BY EMPLOYERS TO EMPLOYEES PRO- 
HIBITED; PENALTY. (1) No person, firm or corporation engaged in any en- 
terprise in this state shall by any method or procedure directly or indirectly by 
itself or through a subsidiary agency owned or controlled in whole or in part by 
such person, firm or corporation, sell or procure for sale or have in its possession 
or under its control for sale to its employees or any person any article, material, 
product or merchandise of whatsoever nature not of his or its own production 
or not handled in his or its regular course of trade, excepting meals, candy bars, 
cigarettes, tobacco and excepting such specialized appliances and paraphernalia 
as may be required in said enterprise for the employees’ safety or health, and 
excepting fuel when such fuel is paid for by deductions from the employees’ pay- 
checks. The provisions of this subsection shall not apply to lumber producers 
and dealers nor to any cooperative association organized under chapter 185. 

(2) Any person, firm or corporation violating the provisions of this section 
shall be deemed guilty of a misdemeanor and upon conviction thereof shall be 
punished for the first offense by a fine of not less than one hundred dollars nor 
more than five hundred dollars and for a second or subsequent offense by a fine 
of not less than five hundred dollars nor more than one thousand dollars. Each 
act prohibited by this section shall constitute a separate violation and offense here- 
under. 


SECTION 2. This act shall take effect July 1, 1939. 


Of course, the matter of how this new law will work out in actual practice is yet to be tested, 
but if we understand it correctly it seems to be one of the strongest blows that has yet been struck 
in the battle of the legitimate retail jeweler against unfair cut-throat competition. 

Retail associations throughout the country will do well to watch the results closely and if, as 
we hope and believe, it accomplishes the desired end, concerted drives for similar legislation else- 
where may well be made the chief point in the programs of other state associations. 

Our hat is off to Wisconsin for leading the way. 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave.; Chicago, 35 East Wacker Drive; San Francisco, 140 Geary St. 
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How and Why People Buy Diamonds 


An analysis of the exhaustive survey made by N. W. Ayer & Son for the DeBeers 
Syndicate to determine the facts upon which the advertising should be based. 


DVERTISING is most likely to be effective when 
it is prepared with accurate knowledge of how the 
public regards the product and how and why they buy 
it. The campaign to stimulate the sale of diamonds 
which has recently been instituted by DeBeers is well 
started on the right road because before it was under- 
taken an extensive survey was conducted to determine 
accurate facts as to how and why people buy diamonds 
and the motives to which they are most likely to re- 
spond. 

Because a knowledge of those facts should be helpful 
to jewelers in their own advertising and selling as well 
as in interpreting the DeBeers campaign, Tue Jewet- 
ers’ CircuLar-Keystone, through the cooperation of 
N. W. Ayer & Son, the advertising agency who con- 
ducted the survey, has made an intensive study of the 
points which it disclosed and is presenting them here. 

More than five thousand consumers were interviewed, 
samples of the public being taken in 23 different states 
from coast to coast, in large communities and in small. 
People from all walks of life were talked with—profes- 
sional men, business executives, farmers, mechanics, 
office employees, housewives and college students. Nearly 
one thousand were college undergraduates whose ages 
ranged from 21 to 24 years, and approximately one- 
half each men and women. This relatively large sample 
was taken from this group because it was felt especially 
important to discover the views and attitudes of the 
people who will presumably be the important customers 
during the next few years. 

In addition to these interviews with the public, more 
than 200 retail jewelers were also questioned to pro- 
vide a cross-check and verification of the public’s replies 
and also to secure a reliable cross-section of the experi- 


ence and activities of the merchants through whom dia- 
monds are marketed. 

Much of the information reported in the survey of 
the trade will, of course, be familiar to most of our 
readers, but the following data may be of interest in 
enabling individual jewelers to compare their perform- 
ance with the average. 

According to this survey, diamond jewelry accounts 
for 35 per cent of the jeweler’s total business, and rings 
make up approximately 80 per cent of the diamond 
sales in cash jewelry stores and over 90 per cent of the 
diamond volume done by credit jewelers. 

By far the largest number of diamond ring sales are 
engagement rings, approximately seventy-five per cent 
being for this purpose. There is little variation in this 
figure between cash and credit stores. The typical en- 
gagement ring sold by the credit jeweler is priced at 
$60 to $75, while the cash jeweler’s most frequent dia- 
mond ring sale has a price tag of $150. 

Jewelers reported a marked trend in wedding rings 
which is important in the sale of diamonds. Approxi- 
mately 80 per cent of the wedding rings now sold are 
diamond set, and 78 per cent of the jewelers said that 
the percentage of this type of ring is increasing. 

One reason for this trend is the tendency for the 
diamond ring set with melee to replace the solitaire 
engagement ring. This point was noted by 76.6 per 
cent of the jewelers interviewed. However, it is possible 
that this tendency may be reversed in the reasonably 
near future. For while 43 per cent of the married 
women, and 40 per cent of the married men, stated 
that they liked the idea of using a diamond wedding 
ring alone instead of an engagement ring and wedding 
ring, only 22 per cent of the young unmarried women 











YOUNG PEOPLE BUY THE MOST DIAMONDS 


Percentages of diamonds sold to various age groups. 
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attire. 


ventor of Cultured Pearls. 


business and better profits. 


55 E. Washington St., Chicago 





& 





Five strand 
twists with 14K 
white gold 
clasp Neck- 
laces to retail 
$60 and up— 
Bracelets to re- 
tail $45 and 
up. 


In practically every form of jewelry—Necklaces, Bracelets, Rings, Clips and Earrings—Pearls express 
a dominant Fashion note. They are bought by women who Know what is essential to correct feminine 


Since 1894 the MIKIMOTO seal on a necklace or bracelet has been a safeguard—a guarantee to you and your cus- 
tomers of the highest quality of Cultured Pearls—grown in the living oysters—by MIKIMOTO—the originator and in- 


In your advertising promotion, in your windows and store displays feature Pearls, than which there is no gift more wel- 
come or acceptable. And feature MIKIMOTO perfectly symmetrical, exquisitely lustrous Cultured Pearls for increased 


If a visit to one of our offices is not convenient, we invite your inquiry by mail. 


K. MIKIMOTO, Inc. 


630 Fifth Ave., New York 


209 Post St., San Francisco 
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and only 29 per cent of the college men favored it; 78 
per cent of these young women and 71 per cent of the 
young men preferred the diamond engagement ring in 
addition to the diamond set wedding ring. 

In fact, of the college women, 41 per cent said that 
they would prefer a diamond engagement ring to even 
a honeymoon trip if for any reason they were compelled 
to choose between them and could not have both. 

The woman is a decidedly important factor in the 
purchase of the engagement ring. Aside from the in- 
fluence which she may wield without ever appearing at 
the store, it was found that 42 per cent of the pur- 
chases of engagement rings are made by the man and 
woman calling at the jeweler’s together, and by the 
woman alone in 5.3 per cent of all sales. 

That is, the woman takes an active part in the actual 
selection of the ring in nearly half of all cases, which 
suggests that it might be desirable for the jeweler, at 
least occasionally to give his advertising of engagement 
rings a feminine appeal. 

In diamond jewelry other than engagement rings, 
the woman becomes an even more important factor— 
35.7 per cent of the purchases of all diamond jewelry 
other than engagement rings is made by the woman 
alone, and in 21.4 per cent by the man and woman 
together. Women thus enter directly into 57 per cent 
of all sales of these other goods. 

However, men are still the more important, since the 
man enters into the actual purchase of the engagement 
ring in 94.7 per cent (52.6 per cent alone and 42.1 per 
cent with the woman); and in 64.3 per cent of all pur- 
chases of other diamond jewelry (42.9 per cent alone 
and 21.4 per cent with the woman). 


Most purchases of diamond jewelry are made by 


young people. Sixty-three per cent of the number of 
sales are made to people under 30—21 per cent to 
those in the age group from 30 to 40—and 16 per cent 
to people over 40 years of age. However, when mea- 
sured in cash volume, the purchases by the older age 
group become more important, as is to be expected 
since they are likely to have more money to spend. In 
dollars, 39 per cent of the volume is to people under 
30; 28 per cent to the group from 30 to 40 years of 
age, and 33 per cent to people over 40, though the lat- 
ter make only 16 per cent of the purchases by number. 

It would appear, therefore, that the jeweler handling 
the more expensive goods will do well to aim his adver- 
tising and selling efforts at the older groups, while the 
more popular priced stores will find their principal vol- 
ume among the younger people. 

In jewelry with stones of the less expensive sizes, 
the medium income groups form the backbone of the 
market. Fifty per cent of all sales of diamond jewelry 
with stones of less than one carat is made to the medium 
income group; 12.5 per cent to the high income class; 
and somewhat surprisingly, in view of the much larger 
total number of people in the group, only 37.5 per cent 
of the sales of jewelry in this category are to people 
of low income. 

With the more expensive goods, naturally the high 
income group is the dominant factor—70 per cent of 
all diamond jewelry with stones of one carat and over 
being sold to the high income clz ent to the 
medium income to those of low income. 

As is well known to jewelers, the greatest obstacle 
to diamond sales today is the competition from other 
luxuries. This survey, however, has measured, for what 
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Diamonds for 






Young Mrs. America 


@ In its August issue, THE JEWELERS’ CircULAR-KEYSTONE presented five pages of pictures of 
pretty models wearing some of the finest precious jewelry available in New York, without 
regard to its price. But diamond jewelry is not only for the millionaire—beautiful pieces 
are within the reach of owners of more modest purses, too, and on this and the following pages 
are shown an array of such adornments, selected with an eye to price as well as beauty. 
@ Pictured here are two diamond bracelets in the medium price range, one of which includes 
three cabochon sapphires whose rich hue gives a note of color to the ensemble. © Diamond 
mélée touches with light and fire the cultured pearl earrings that set off the up-swept hair, 
and two small brilliants adorn the clasp of the four strand cultured pearl necklace. An emerald 
cut diamond solitaire ring set off by a sapphire at each side, an engagement ring with a large 
round cut diamond, and a wedding ring with baguettes set lengthwise complete the ensemble. 
@ Diamond jewelry from H. & E. Oppenheimer, and pearl from Leys, Christie & Co., New York. 
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Clip Brooch Combination— 50. 


Bracelet—Finely matched facted Oriental Rubies—Four 
Marquise Diamond Centers. 


Loose or mounted Diamonds * Star Sapphires ¢ Star 
Rubies * Emeralds * Catseyes. 
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Importers of Diamonds and Precious Stones 


Se west 48th STREET 


NEW YORK 
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@ Though most frequently 
combined with rubies, sap- 
phires or emeralds, the 
diamond shows its versa- 
tility in emphasizing the 
beauty of any colored 
stone with which it is used. 
@ Diamonds surround a 
circle of baguette cut topaz 
in the clip, a small brilli- 
ant ornaments the topaz 
earrings, and small stones 
of the two materials make 
up the ring. Diamonds 
alone enrich the _brace- 
lets and small _brilliants 
mounted on tiny wires ¢lit- 
ter through the delicate 
aigret. @ Jewels by Ray- 
mond Abrahams, New York. 








@ Since 1919 “’Schicksnaps” have been 
the finest necklace clasps—supreme 
in workmanship and style. They have 
given their fashionable wearers con- 
stant pleasure and distinction. This 
year again, “Schicksnaps” will enable 
the smart jeweler to profit from 
their sale. 

In 1939, “Schicksnaps” and “Schick 
Creations’’—an exquisitely designed 
line of fine jewelry—are worn to- 


gether. The Oval-flo brooch and the 
Oval-disc bracelet are but two of many 
new and up-to-the-minute creations. 
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@ The young matron of modest means, as 
well as the wealthy dowager, can find beau- 
tiful diamond jewelry to suit her purse. 
Shown here against a severely simple dress 
of dark wool is a clip in which relatively 
inexpensive materials enhanced by a touch 
of diamonds form a delicately lovely yet 
striking ornament. Bands of diamond 
mélée encircle a cylinder of smoothly pol- 
ished rock crystal, and a tab of carved and 
pierced jade lends a note of color. @ The 
two rings at the upper right are small dia- 
monds with baguette cut sapphires, and a 
diamond cased watch and a wedding ring 
complete the grouping. All are moderately 
priced, from Katz & Ogush, New York. 
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can INCREASE 
your DIAMOND SALES 


WITH 

















The Garland Book of Diamonds features a comprehensive line of Diamond Rings, 
Diamond Watches, Diamond Watch Bracelets, Diamond Brooches, Diamond Ring 
Mountings, Diamond Crosses and Diamond Lockets, all of newest creations. 
Use this book freely and take advantage of ihe increased demand for diamonds created 
by the De Beers National Advertising Campaign. 
LARGE STOCK — STREAMLINE SERVICE — EXCELLENT VALUES 
Aggressive jewelers everywhere acclaim it a great selling asset. 


Here is what some of them have to say: 
“Best book to sell from that I have seen.” 
“A great aid to the jeweler.” 
“Never have seen its equal.” 
“What the trade has needed for a long time. Beautiful book.” 
“I know it will be a big help in selling.” 
“Truly a masterpiece for quality and style. Garland beats all.” 
“One of the best diamond sale aids the retail jeweler has received.” 


There is a copy for you 


GARLAND BUILDING, 


THE BALL COMPANY,  “ciiéscor'ttines 
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@ They've been married only two 
years, and her husband’s income 
doesn’t yet run to a Park Avenue 
penthouse, but he’s been able to 
buy a few nice pieces of jewelry 
to show his pride in her and to 
make her look and feel her best 
when they step out together. 
@ That emerald cut diamond that 
he gave her when she said “ves,” 
made quite a dip in his savings, 
but for that everlasting symbol, 
only the finest he could afford was 
good enough. @ Their first anni- 
versary he commemorated with a 
pretty little bow-knot diamond 
pin, and last Christmas his bonus 
covered a lovely diamond cased 
watch. “My wife deserves the fin- 
est things I can get her,” is the way 
he puts it. @ All jewelry courtesy 
of A. Jaffe & Son, Inc., New Yerk. 
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| Star Rubies, 
| Cat’s Eyes, Sapphires 





Star Sapphires, ranging in colors from exqui- 

\ site pale tones to deep blue—also mounted in 

cuff links, and in rings for men and women. 

Gems of unusual beauty and value—available 

from our stock at all times. We are prepared 

to cooperate with you, on whatever your re- 
quirements may be. 


JEROME 
RICHHEIMER 


608 Fifth Avenue 4 
New York y 
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HE rich beauty of natural pearls and their ap- 

propriateness for all kinds of costumes at all hours 
of the day was excellently demonstrated at a luncheon 
on Aug. 2 at the Waldorf-Astoria, New York, tendered 
by Pearl Associates, a group of importers of Oriental 
pearls, to the Emir Shaikh Mohamed Bin Isa Al 
Khalifah, of Bahrain. Bahrain is often called “The 
Isle of Pearls,’ and is the center of the pearl diving in- 
dustry of the Gulf of Persia. 

As a feature of the program at the close of the 
luncheon, three models dressed respectively for street, 
informal dinner or tea, and formal evening function, 
displayed ensembles of pearl jewelry suitable for the 
costumes and the occasions for which they would be 
worn. 

For daytime wear, the showing consisted of a six- 
strand bracelet of small pearls, earrings of the new 
design conforming to the shape of the lobe of the ear, a 
single large pearl set in a ring, a pin ornamenting a 
large black hat, and a short single strand necklace. 

With a black crepe dinner gown were worn a two- 
strand necklace slightly longer than the one for street 
wear, earrings whose design was a half hoop of small 
pearls suspended from a large one, a pearl dinner ring 
and a bracelet of five strands with an ornamental clasp. 

For formal evening wear, the jewelry was, of course, 
more elaborate and ornate. Long pendant earrings with 
a large central pearl surrounded by small diamonds, a 
three-strand necklace of large pearls, a pearl clip of 
floral design, a large pearl ring and a pair of bracelets 
of large pearls with ornamental diamond and platinum 
clasps made up the grouping. 
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PEARLS 


—For All Occasions 














In addition to Opals, our 
regular stock includes 


Zircons 
Star Sapphires 
Onyx 





“The Rainbow of Gems” 


E lve Opal is a rainbow of color and beauty in a mul- 
titude of varieties. Broad fold flashes of contrasting 
colors vie with the delicate blendings of pastel shades, or 
the fiery darts of the pin-fire variety. All are irresistibly 
beautiful. 






The Opal has long been a popular stone. But, within 
recent years its popularity has steadily increased so that 
now the Opal ranks with the most popular of gems. 


Our Opals are all cut in our American factory, and our 
stock is one of the most complete in this country. We are, 
therefore, always ready and anxious to supply you with 
these beautiful gems. 


Amethyst DREHER BROS. and WIDER 
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Synthetic Stones Importers and Cutters of Precious and Semi-Precious Stones 
Cameos 48 WEST 48TH STREET NEW YORK CITY 
CHARLES MARX STEPHEN J. MARX 


Goupvis Bros. 


Cutters and Importers 


of 
DIAMONDS 
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630 FIFTH AVENUE 
INTERNATIONAL BUILDING 


NEW YORK 


Cutting Factory 


88 N. Keizersgracht, Amsterdam 
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American Cutting of The Better Grade 
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PFOURMALINE 


Alternate Birthstone for October 


by ROBERT M. SHIPLEY 


President, 
Gemological Institute of America 


HAT pronounced physical property of tourma- 
line adds to its interest as a gem stone? 


A.—Its dichroism, which means the exhibiting of two 
colors instead of one. 

Q.—Why is dichroism thought by some to increase 
the beauty of a gem? 


A.—The two colors produce a blend of color which is 
often considered a softer and more beautiful tone. 


Q.—Can dichroism be detected by the unaided 
eye? 

A.—It can in tourmaline because it is so unusually 
noticeable. Many tourmalines are noticeably different 





when observed from above and then from the side. 


Q.—Is this property of dichroism used by the lap- 
idary in cutting the gem? 

A.—Yes, each stone must be studied—cutting with 
table perpendicular to the (optic) axis makes the color 
darker, while a paler gem is produced if the table is cut 





parallel to the axis. 


Q.—Does the chemical composition of tourmaline 
give the jeweler an important sales tool? 


A. 


bination of boron and aluminum with magnesia, iron, etc. 
This formula produces an exceptionally wide range of 
color which may be used to great advantage in selling. 
The alkali tourmalines are green, blue, red and pink. The 
manganese tourmalines are yellow, brown, etc. Tourma- 
lines containing iron are dark and brittle, usually black. 





Yes, indeed. The formula is a complicated com- 


Q.—What about the hardness of tourmaline? 

A.—It is 7-714, which is harder than quartz. It may 
be used in all jewelry forms. Possibly in the sale of 
tourmaline as a ring stone, the customer should be 
warned to exercise a certain amount of care since it 
scratches almost as easily as amethyst and other quartz, 
but this is also true in the case of many more valuable 
gems 





especially emerald. 


Q.—Speaking of emerald, can the fine green tour- 
maline ever be sold to the customer who desires an 
emerald but cannot afford one? 
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Gem tourmaline rough, cour- 
tesy of the American 
Museum of Natural History 





A.—It most certainly can. The fine green African or 
Transvaal tourmaline is a gem which approaches the 
emerald in beauty and when set in platinum and dia- 
monds has very often been taken for a fine emerald. 
Indeed, it is sometimes unethically called “Brazilian 
Emerald.” 


Q.—How does it differ from an emerald? 


A.—In color it is more bluish-green or yellowish-green 
than the emerald and being a more brilliant gem it lacks, 
the velvety quality of color which a fine emerald pos- 
sesses. However, a fine green tourmaline is more beauti- 
ful than an emerald of inferior color. 


Q.—Are there other tourmalines which may be of 
especial interest to my customer? 

A.—Yes, the chameleonite or “alexandrite-like” tour- 
maline, identified as a variety of tourmaline in the lab- 
oratory of the G.I.A. in 1936. This gem is yellowish to 
brownish-green in daylight and orange-red by artificial 
light. 


Q.—How is the name “tourmaline” derived? 


A.—Probably from the native name, Tournamal, in 
Ceylon. The Dutch called it “aschentreckei” (ash- 
drawer) because when rubbed with a silk handkerchief 
it becomes electrified and will draw ashes toward it. 





Q.—Where is tourmaline found? 


A.—Almost all over the world. In India, Burma, 
Brazil, Siberia, Madagascar, South West Africa, Ceylon 
and in the United States, notably in Maine and Southern 
California, but also in Massachusetts, Connecticut, Penn- 
sylvania and New York. 





Q.—I suppose, then, that is the reason for the rea- 
sonable price of the gem? 


A.—Yes, tourmaline is another gem which represents 
‘‘a bargain in beauty.”’ But whenever possible the jeweler 
will be wise to recommend a fine setting for this gem, 
especially to the customer who desires a really exquisite 
piece of jewelry but cannot or does not want to spend a 
large sum of money for it. Tourmaline has unusual sales 





possibilities. 








OLD STYLES INSPIRE NEW CREATIONS 
(From page 53) 


a regal necklace, which may be detached and worn on 
the shoulder of an evening gown: these are so formed 
that the separate petals, set in platinum, shape to the 
curve of the shoulder, while the stamens which rise 
above support tiny quivering diamonds. This trembling 
effect of stones, which are set loosely to glitter with the 
wearers movement, is noticeable in many pieces, in 
diamond dewdrops on the points of petals, etc. A pair 
of large flowers of rubies, sapphires and diamonds are 
clipped to the band of an old-fashioned gold bracelet in 
both the Cartier and Lacloche display, the latter of which 
is sketched here. Cartier is also showing the old-fash- 
ioned dog-collar in gold, with a cluster of berries in pale 
sapphires at the front. 

The tortoise shell evening combs with ornamental 
jewels—so convenient for keeping up short ends with 
the present coiffures—are another old time accessory 
which is given a modern meaning. Cartier’s collection 
includes such combs in blond tortoise shell decorated 
with a cluster of diamond-centered turquoise forget-me- 
nots. The comb here pictured is set with platinum, dia- 
monds and baguettes in the shape of a bow knot, and is 
from Tiffany. 

Perhaps the quaintest instance of brand-new old time 
jewelry is the revival of yester-year’s watch. There are 
sizable “‘shirt waist’’ watches (to be pinned over the 





bosom) such as grandmother used to sport and thick 
gold turnips such as grandfather used to carry and 
consult! There are even watch cases for these, of the 
ancient vintage. Patek, Phillipe et Cie. on the Place 
Vendome has a whole windowful of these delightful 
reproductions from the past: sculptured golden time- 
pieces for men; chased gold or enamel-colored, painted 
“miniature” conceits for women. 

And none of these are honest-to-goodness antiques, 
but are as shiny new as modern goldsmiths can turn 
them out. And while no modish gentleman has yet been 
observed plucking a gold turnip from his watch pocket, 
more than one smart lady has been seen tripping down 
the boulevards with a shirt waist watch dependent from 
her lapel. 


SOVIET SEEKS DIAMONDS 

Seeking to become self-sufficient in industrial dia- 
monds, Soviet Russia this summer is sending geological 
expeditions to the Ural mountains to prospect for dia- 
monds. Last summer, it is reported, a special expedi- 
tion discovered “more diamonds in the Urals than has 
been found there during the previous 50 years.” The 
Urals are rich in such gems as emerald, alexandrite, 
beryl, tourmaline, demantoid garnet and the quartz 
stones, but the occurrence of diamonds in several gold 
and platinum-bearing alluvial deposits has been con- 
sidered of no economic importance. 
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DIME-A-DAY BANK SELLS DIAMONDS 


“Own a diamond the thrifty way 
Save a dime now, and a dime a day!” 
HIS little poetical slogan tells the story of the dia- 
mond bank which is used effectively by Arthur’s, 
credit jewelers of San Bernardino, Cal. 
The 


a bank deposit pass book. It has a pocket in the inner 


“bank’’ is a booklet about two-thirds the size of 


cover that holds seven dimes and a little hole shows 
where each dime lands when slid into the pocket. Each 
spot represents one day in the week and each is identi- 
fied—Sunday, Monday, Tuesday, Wednesday, Thurs- 





banks." 


Arthur's popular "savings 


end of the week the 
customer who has put in the seven dimes drops in at the 


day, Friday, and Saturday. At the 


store, hands in her little “bank” and gets another for the 
next week. 
A diamond priced at $36.50 is featured chiefly in this | 


plan so that it is paid for in exactly one year, a dime a 
day. | 

“The woman customer carries this diamond bank in | 
her purse,” says Albert C. Arthur, proprietor, “and as a 
rule faithfully uses it. Even if she does not continue 
using the book until the end of the year, she is certain 
to use it long enough to get the habit of regularly saving 
money for a substantial purchase. 


“IT believe most of the money invested in diamonds in | 
this way in San Bernardino would be wasted or at least 
not substantially invested otherwise. We find that many 
girls working in cafes and restaurants are satisfying 
their desire to own diamonds and many slip one ten cent 
tip into the envelope each day. We have had scores of 
them tell us that they appreciate the idea. However, 
many well-to-do women use the little bank idea and find 


that they soon have something paid for with money that | 
they otherwise might spend with nothing to show for. 

“We promote the little diamond dime banks in our | 
display advertising, keep them scattered on the counter | 
near the cash register, and find them coming into general 
use among our customers.” 


NEW AUSTRALIAN SAPPHIRE FIELD 
New sapphire country has been discovered in Central 
Queensland, the 
Jeweler and Watchmaker” of Sydney. 


Australia, reports “Commonwealth 
L. Spencer, a 


prospector, found a 412-carat sapphire in this area. Said 





to be emerald green, its hue and immense size make it 
an extraordinary gem. | 
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SCHICK-SNAPS CELEBRATE 20TH BIRTHDAY 


From a total force of three.men working in one smal] 
room to a large organization occupying two complete 
floors and a wing of a large block of buildings is the 
progress that has been made since its formation by 
Harry C. Schick, Inc., manufacturers of necklace clasps 
and jewelry, which are now celebrating their 20th anni- 
versary. 

Back in 1919, two Newark, N. J., men, James §, 
Wordley and Harry C. Schick, who were formerly in 
the jewelry and metal novelty business respectively 
founded the Schick concern. To start with they em- 
ployed one additional worker turning out much of the 
production themselves and the entire business was cen- 
tered in one small loft just big enough for an office 
desk and a few small pieces of machinery. 

Soon additional employees and more space were 
needed and expansion ever since has been rapid. 

In the spring of 1936, Mr. Wordley retired from 
the firm and Mr. Schick became president. After the 
death of the latter in 1937, his son, Robert Wordley 
Schick, took over the management of the company. 

Several of the old timers are still with the company, 
notably, Edward C. Grassmann, superintendent, Bene- 
dict C. Grassmann, foreman of the tool room, Rose 
Bowman, in the polishing department, and Carolyn 
Zesch, jeweler. 

At the time that the company was formed, it spe- 
cialized on necklace clasps for strings of imitation 
pearls for which there was then a marked vogue. They 
were marketed under the name “Schicksnaps” and mil- 
lions of them have been distributed during the past 20 
years. 

At the start the snap was plain and unornamented, 
but many beautifully designed modern clasps have been 
added to the line. Clasps costing all the way from one 
cent each to $250, wholesale, have been produced in all 
metals from nickel silver and brass to platinum and 
gold with diamonds and other gems. 

Harry C. Schick, Inc., also manufacture a line of 
fine gold jewelry and pay particular attention to new 
style developments both in this country and abroad. 

Branch offices are maintained at 347 Fifth Ave., New 
York, in Chicago, San Francisco and in London, Eng- 
land, the export trade being an important department 
of the company’s business. 


WINDOW IDEAS THAT SELL GOODS 


(From page 57) 


Overcrowding the displays, or confusing the looker 
with too many kinds of merchandise is always carefully 
avoided. Frequently only one kind of goods is shown, 
and never more than a small number of pieces. “We find 
that the unified window with one central theme in which 
the spectator’s attention is concentrated upon one par- 
ticular class of goods, works best,” said Mr. Felden- 
heimer. “We have experimented with all types of dis- 
plays, watching the results very carefully, and this is the 
kind that sells best.” 

Variety, and distribution of selling effort on different 
classes of merchandise is obtained by frequent changes 
of displays. All windows are changed every week, so 
that fresh interest is constantly maintained. 
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MORE LEADERS INDORSE DeBEERS ADS 
Faint enthusiastically hailing the action of the 


DeBeers Consolidated Mines in undertaking a cam- 


paign of advertising and publicity to stimulate the sale | 


of diamonds from leading men in the jewelry industry, 
continue to reach us. In all quarters the campaign is 
hailed as one of the most constructive steps for the good 
of the jewelry field in many years. We quote below a 
few of the comments from merchants in the mid-west 
which were received too late for publication in the 
August number along with the many others that ap- 
peared in that issue. 

D. J. B. Prins, president of Son & Prins Co., diamond 
importers in Chicago, says: 

“We welcome with enthusiasm the advertising cam- 
paign recently announced by the DeBeers Consolidated 


Mines, Ltd. We feel that this campaign will fill a long | 


felt want in the diamond industry, as it is our opinion 
that what our industry needs to stimulate consumer in- 
terest and purchase of diamonds is institutional adver- 
tising of this kind. 

“We congratulate the DeBeers Co., and Tue Jewetr- 


ERS CircULAR-KeysToNE as well for the splendid pub- | 
licity you are giving this campaign which will help to | 


win the cooperation of the entire trade toward increas- 
ing diamond sales.” 

Albert L. Ellbogen, president of Stein & Ellbogen 
Cv., amporters and cutters in Chicago, comments: 


“Unquestionably, the more publicity this country has | 


on diamonds, the better. We particularly like that fea- 
ture of the Syndicate’s advertisements, stressing the 
various shapes and price range on diamonds of fine 
quality. 

“We believe that every retail jeweler should take 
advantage of this campaign and feature diamonds in his 
store at all times.” 

H. Paul Juergens, Juergens & Andersen Co., also of 
Chicago, adds: 

“The advertising campaign by the DeBeer’s Consoli- 
dated Mines, Ltd., is definitely the most important step 
in publicizing diamonds and to make the public more 
diamond conscious. 

“This wonderful cooperative spirit is a great benefit 
to our entire jewelry industry, as the name DeBeer’s 
Consolidated alone inspires interest and confidence.” 

From a prominent retailer in the Pacific Northwest, 
John Penn Fix of George R. Dodson, Inc., Spokane, 
Wash., comes the following: 

“T have just read the DeBeer’s Company diamond 
ad in the September issue of the Ladies’ Home Journal. 
I am impressed with the value of this type of adver- 
tising and especially with the part that tells the public 
something about the factors that determine the value of 
diamonds. 

“TI am looking forward to the ads to be run in the 
many different magazines next month and at that time 
I intend to tie in with this publicity by calling attention 
to these ads in newspaper and by means of radio adver- 
tising. This should stimulate diamond sales and if con- 
tinued will undoubtedly help the business of all ethical 
jewelers. 

“We are enthusiastic about this program and can 
assure you we will try to capitalize on this publicity.” 
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BE BOVE O° Or SOOO SOOO SO 
NEW and FINE 
and “ORIENTA” 





SELECTIONS PROMPTLY MAILED 


FRoM our Fall season's stock—these few 
‘Orienta’’ pieces—each full of beauty — 
Pendant earrings of platinum diamonds and 
‘‘Orienta’s —a simple all cultured LET THE 4.) 


THISTLE 
pearl brooch—and a modern cos- HELP SALES 


tume pin of ‘‘Orienta's . 


Show these to your most discrim- 


inating customers. 





Leys, Christie & Co., Ane. 


65 Nussau Street, New York 


CHICAGO SAN FRANCISCO 
35 East Washington St. 133 Geary St. 
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YEAR-ROUND PROFIT 


J, dyle Lead nohip Th Freatige 


with 


Non-Competitive Amber 





Rings, Brooches, Bracelets 
Necklaces, Pendants, Gift 
and Art Pieces mounted in 
Sterling and 14Kt. Gold 


Cimber Plies Tne. 


1¢ World's Suppliers of Genu'ne Ambe 


hd ee Vork, 11 / 
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RETAIL TIE-IN READY IN DIAMOND CAMPAIGN 


HROUGH these columns you are learning about 
the extensive diamond promotion program which js 
now under way in the United States, at the instance of 
DeBeers Consolidated Mines, Ltd., and Associated Com- 
panies. 
The DeBeers campaign, which follows an exhaustive 
study of the present and potential diamond market in 


| the United States, is really designed for you, the jeweler, 


It is only through you that the public can procure the 


| gems, for which desire is being quickened by the cam- 
| paign. 


It is being handled through one of America’s top-notch 
advertising agencies, N. W. Ayer & Son, Inc., which, 
through years of experience in directing the advertising 
dollars of many of the country’s leading industries, has 
learned how to directly inspire business at the point 
of sale. 

The opportunity is now made available, whereby you 
can accrue, for your own store, the direct benefits of 


the three full-page advertisements which have already 


been released for publication in the leading big-circula- 


| tion magazines. 


Four sales-promotion plans are: 
1. It is suggested that you display the diamond ad- 
vertisements in your store. For this purpose a double- 


| display glass frame is available, at less than cost, in 


which you can insert display proofs of the ads, seven 
sets of which will be forwarded to you, as the adver- 
tisements successively appear. 

2. Four small folding-envelope enclosures reproduc- 
ing the magazine advertisement illustrations, and con- 
taining a message about diamonds in key with the cam- 
paign but applied directly to your store, are available 
at cost. These will be personalized with your own im- 
print. The enclosures are for September, October, No- 


| vember and December mailings. 


3. Sets of 12 different, small, neat, distinctive display 
ecards may be had for window and counter displays. 
You are urged to arrange attractive displays featuring 
diamonds, in order to take advantage of the awakened 
public consciousness in them. 

t. Reprint proofs of the advertisements may be had, 
for handing to customers in the store, or for mailing to 
a select prospect list. These should be ordered by the 
titles of the advertisements. 

Each of these offers is available for a very modest 
ieee, which in every case is no more than the actual 
cost of the material. Details of the four offers are 
being placed in the mail, but if you should fail to re- 


| ceive them the same may be procured by writing to the 


Diamond Promotion Dept., 305 E. 45th St., New York. 

Simultaneously with the appearance of this advertis- 
ing, extended activities will begin on a widespread “‘pub- 
licity drive,” through news and feature columns, toward 
further stimulating the wearing of diamond jewelry. 

The publications which have been selected to carry 
the diamond ads, most of them right through until next 
summer, are J’ogue, Harper’s Bazaar, Ladies’ Home 
Journal, Life, Fortune, The Saturday Evening Post, 
Time, The New Yorker, Town & Country, Spur and 
Country Life. Even before the Christmas peak, a total 
of more than 144,000,000 impressions will have ap- 
peared. 
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SMALL DIAMONDS IN GREAT DEMAND ] 


Lonpon—While an element of uncertainty still pre- 
yails in the international situation there are signs of | 
improving jewelry business in this part of the old) 
world. Unemployment figures in Britain are improving 
month by month and more inquiries for jewelry are 
being noted now than for two or three months. 

Diamond prices in every grade and size are very 
firm, according to Backes & Strauss, diamond brokers 
here. Small goods in good cutting and color are scarce 
owing to the large demand for better class melees and 
smalls from the U. S. A. 
colors, too. Backes & Strauss consider this a good thing 
since really top-white or blue-white qualities are getting 
more and more difficult to find and the demand for 





America is buying lower 


these colors is larger than available supplies. 


The July demand for diamonds was substantially im- 
proved, according to J. K. Smit & Zonan of Amsterdam, 
especially in small and cheap cut stones. The supply is 
scarce and this is helping the price of the product. 
The better qualities and larger stones show a firm tone. 
The London Rough 
July. Some industrial stones have | 
levels. The production of Congo | 
5,000,000 carats in 1937 to 7,000,- | 


Diamond Syndicate reported a 
larger turnover for 
reached high price 
diamonds rose from 
000 carats in 1938. 


26 MORE NAMED REGISTERED JEWELERS 

The title of 

Society, was awarded to the following during the past 
three months by the American Gem Society: 


Registered Jeweler, American Gem | 


Robert Bancroft, Corrigan, Inc., Houston, Tex. 

P. C. Bent, Moose & Bent, Roanoke, Va. 

Juell M. Bie, Juell M. Bie, Brooklyn, N. Y. 

Wm. ‘A. Bolender, Rockford, III. 

Wallace G. Boyson, Cedar Rapids, Iowa. 

Walter L. Bridler, Wright, Kay & Co., Detroit, Mich. 

Roy Duffield, Corrigan, Inc., Houston, Tex. 

Wm. Diller, Reading, Pa. 

J. F. Ellis, Birks, Ellis, Ryrie, Ltd., Toronto, Ontario. } 

Hugh Gibson, Henry Birks & Sons, Ltd., Hamilton. Ontario. | 

Hazel H. Haviland, C. H. Haviland, Cortland, N. Y. | 
| 
| 


John G. Hilder, Sartors, Lincoln, Neb. 

Virginia J. Hinton, Corrigan, Inc., Houston, Tex. 
Burton Joseph, S. Joseph & Son, Des Moines, Iowa. 
H. C. Kirkberg, H. C. Kirkberg, Ft. Dodge, Iowa. 
Ray T. Moore, Ray T. Moore, Billings, Montana. | 
Geo. Morrell, Jr., Morrell Jewelry Co., Kearny, N. J. 
Orlando S. Paddock, Davis & Hawley Co., Bridgeport, Conn. 
. M. Stewart, Chas. S. Stifft Co., Little Rock, Ark. 

J. Schwartz, Henry Birks & Sons, Ltd., Halifax, Nova Scotia. 
C. M. Simpson, Henebry & Son, Roanoke, Va. } 
E. N. Smith, Birks, Ellis, Ryrie, Ltd., Toronto, Ontario. | 
G. D. Trimmer, G. D. Trimmer, Lorain, Ohio. 
. J. Taylor, Henry Birks & Sons, Ltd., Hamilton, Ontario. 
M 


wo 


- Van Horne, Van Horne & Co., South Bend, Ind. 
rs. J. W. Ware, J. W. Ware, San Diego, Calif. 


CALLING SAPPHIRES, JADE, AQUAMARINES! 


LonbDON 


Sapphires, jade and aquamarines consti- 
tute the new jewel combination now being featured in | 
the latest fashion styles here. Earrings, clip brooches 
and bracelets in various designs have multi-colored sap- | 
phires predominating. 
Solid drop earrings, nearly three inches long, are of | 
weirdly carved jade. They are for evening wear and | 
go with two little feather clips of jade set in a nar 
row diamond frame. | 
The sapphires set in the broad bracelets are in a 
wide range of hues and of all shapes and sizes——large 


square ones and small emerald-cuts. These yellow, 


green, pink and blue stones are set unevenly in platinum. 
Aquamarines are popular for use with the chiffon, 
georgette, and misty silk materials now in favor. 
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> 
There’s NO 


REAL WAR between 


NATURAL and CULTURED PEARLS 


A Letter Sent to The Trade by 
Mr. James D. Leys: 


a 


You've probably been reading in the papers 
of the promotion plans for Natural Pearls. 
There’s no real war between Natural and 
good Cultured Pearls. There should rather 
be hearty cooperation. If oysters could 
speak, they would agree, for they grow 
both. 

Both Natural and Cultured Pearls have 
their own place. 


Consider—no woman is completely happy 
without a string of pearls. Yet this pleasure 
comes to a mere handful of women through 
Natural Pearls. For every one woman who 
is a customer for Natural Pearls, there are 
100 or more who can buy fine Cultured 
Pearls. 


Consider — without good Cultured Pearls 
you would have nothing to span the gap 
between Natural Pearls and imitations—in 
fact, unless there were Cultured Pearls there 
just wouldn't be any appreciable pearl 
business in the great middle-class market, 
where the greatest sales volume lies. 


Every jeweler gains from the sale of good 
Cultured Pearls, but only from good ones. 


Good Cultured Pearls deserve only praise 
and commendation; they are bringing plea- 
sure to thousands of appreciative women: 
they are making money for reputable jewel- 
ers everywhere! 


“Orienta” Cultured Pearls bear a Lifetime 
Guarantee, backed by the 50-year reputation 
of this house. They are a profitable invest- 
ment which will appeal to your best custom- 
ers, and the “Orienta” line is complete. 
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is conscious of the fact that pearls are sell- 
ing, and, being direct Importers of Prin- 
cesse Cultured Pearls, and Manufacturers 
of the new Safety Clasp, we are able to offer 
you unsurpassed values. 


All Princesse Cultured Pearl necklaces 
are sold complete with Brogan Patented 
Safety Clasps. For the first time, it is pos- 
sible for you to sell, and make delivery of 
a pearl necklace, immediately upon your 
customer’s selection of any of our clasps, 
for it is instantly interchangeable without 
restringing. You will marvel at the beauti- 
ful contour of this clasp, and the variety 
of shapes this new construction permits. 
It is absolutely safe and will always remain 
upright while being worn. 


Princesse Pearl necklaces retail from $10 
to $1,200, and even the most modest strand 
is enhanced by a diamond clasp. They both 
carry our unconditional lifetime guarantee. 


Let us prove our statements by sending 
you a memorandum selection for compari- 
son. It is a combination you cannot afford 
to be without. 


BYARD F. BROGAN 
Philadelphia 
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MODERNIZATION FORUM 

To aid its readers in redesigning, modernizing and improving 
their stores, Tue Jewevers’ Circutar-Keystone has retained 
Murray M. Pearlstein, nationally known authority on jewelry 
store layout, as consultant. These services are entirely without 
charge, except when elaborate, individually prepared designs 
are requested. In stating your problem please be explicit and 
include if possible a sketch of the part of the store under dis- 
cussion, Write Mr. Pearlstein in care of this journal, 239 W, 
39th St., New York. You will receive a direct reply. 

Get Maximum Winpbow Disptay—Can you give me 
some ideas on windows, lighting, decorating, etc., ap- 
plicable to my store, which I am remodeling? The store 
is about 24 wide and 30 feet long. I am going to buy 
new floor cases to match the wall cases in mahogany, 
What is the best material with which to recover the 
floor? A. W. H. 

Answer—We would be in a better position to help 
you if you had sent a floor plan. However, we will 
answer generally. The front should be so designed 
as to get maximum window display, yet leave a comfort- 
able vestibule for window shopping. The plate glass 
should start at least 40 in. from the sidewalk and the 
plate glass height should be between 4 ft. and 5 ft. high. 
For your flooring we would suggest a linoleum floor 
custom design in jaspé, as manufactured by Congoleum- 
Nairn or Armstrong. Linoleum should be 1g gauge “A” 
grade, and cemented to the floor on one pound felt. In 
painting it is important that colors used should be the 
least light absorbing and should not clash with the bal- 
ance of the store. We suggest that the ceiling be painted 
a pure white and the walls a pastel shade of blue. 

Copper Harpware—The copper strips which hold 
our plate glass windows in place turn dark a few days 
after polishing. Can you suggest anything to apply to 
prevent this? M. B. 

Answer—The only solution to your problem is to 
have the copper mouldings thoroughly cleaned and then 
sprayed with clear lacquer. This will keep it in good 
shape for about three months and then the same pro- 
cedure will have to be repeated. 

Watt Case BackGrounps-—What is the best idea in 
changing our black-covered wall cases and shelves, or 
should they be left as they are? In the August issue 
you mentioned wall paper and sateen combination. 
What would be our best color combination? Mahogany 
is used throughout the store, which has very light blue 
walls and a white ceiling. The wall cases are for silver, 
hollow and flatware and clocks. V. J. M. 

Answer—I would suggest you use one of the follow- 
ing plans: (1) If black felt can be removed, paint the 
interior in a pastel shade of blue or ivory. (2) If pres- 
ent felt cannot be removed I would suggest covering 
same with some du Pont fabricoid material in colors 
mentioned above. (3) Follow the most common practice 
and install pressed wood and paint same in Kalsine 








paint in colors mentioned. 

Wuite For Licut—We are going to repaint. Our 
fixtures are of oak. The store has a metal ceiling, with 
a white center and a tan border. The walls are light 
green. What shall we use to get maximum light, and a 
good appearance? F. G. H. 

Answer—We suggest that the ceiling be painted ab- 
solutely white and the walls either an oyster white or a 
pastel shade of blue. By pastel we mean, the faintest 





(Please turn to page 147) 
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An A-I Silver 
Section in a 


Big Store 


by W. WATSON FENIMORE 


UILDING silver sales by service is the formula by 

which the jewelry department of the John Wana- 
maker store in Philadelphia believes it has reached its 
reputed position as the largest retailer of plated and 
sterling ware in the nation’s third largest city. Estab- 
lished as an integral part of the Wanamaker firm 42 
years ago, the big jewelry section on the main floor of 
Philadelphia’s famous shopping center is one of the few 
department store jewelry sections acknowledged to be 
on a par in quality and merchandise with outstanding 
jewelry stores throughout the country. 

Wanamaker officials, when pressed for the “magic 
formula” by which their results were obtained finally 
summed it up in one word: 

“Service!” 

Neither 
stunts, nor unique or unusual promotion policies, but 
attention built up 
the dollars and cents column on the Wanamaker silver 


sensational advertising methods, publicity 


constant to customers’ desires has 
ledger. 

“We make a special effort to carry out this policy and 
every employe in the silver department is instructed to 
cooperate. It is not unusual for Wanamaker salesmen, 
for instance, to make special delivery of an article to a 
customer’s home after store hours if, by any chance, 
delivery through the store’s regular channels would be 
too late for the convenience of the purchaser. 

“Similarly, we try in other ways to convince our pa- 
trons that their interest is first in the store’s considera- 
tion.” 

Making the sale of silver something more than just a 
the second factor by which 


business transaction is 


IN WANAMAKER'S SILVER DEPARTMENT 
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the desire to own fine silverware and 

jewelry. This full-page ad was used 
last December 


Wanamaker advertisements 


Wanamaker’s silver department brings a personal touch 
to its dealings with its clients. 

“We try to eliminate the commercial sting in making 
a sale,” the Wanamaker official, continued, “by showing 
to the customer the romantic side of silver, and trying 
to stir his or her aesthetic interest in the article.” 

This, it was explained, engenders a pride in the patron 
in both the purchasing and giving of the gift and leads 
to possible creation of a personal interest in the owner- 
ship of fine silver which, in the long run, may mean 
another sale for Wanamaker’s. 

Equally important, it was observed, is the Wanamaker 
policy of giving to the customer who has only $10 to 
spend for a gift the same type of service and considera- 
tion given to the customer with $100. 

“We also insist that the John Wanamaker name on a 
silver gift shall be a guarantee of quality and workman- 
ship,” the spokesman added. ‘‘Many items are sold under 
our own trademark. This helps us to maintain quality 
through rigid insistence on specifications, but regardless 
of whether the piece bears our name or not, it is Wana- 
maker’s first who stands behind it and not the manufac- 
turer. 

“As an example, if the Wanamaker store sells a 
nationally advertised clock and the customer finds it 
unsatisfactory, it is Wanamaker’s who replaces the ar- 
ticle. We stand ready to take care of the complaint 
ourselves. And it’s the same with any piece of silver. 
The psychological effect is that the customer’s favor of 
our organization is deepened.” 

The Wanamaker jewelry store looks after the interest 

(Please turn to page 105) 
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ON THEIR NEW PATTERNS WALLACE 
SILVERSMITHS HAVE ADDED A PLUS 


IN resto: ¥'dhmension Beauty 


*A HAND-WROUGHT QUALITY 
THAT MAY NOT BE IMITATED 
FOR SEVERAL TIMES ITS COST. 
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Making Jewelry Year-round Merchandise 


ROBABLY no other group of retail merchants is so 
| aetna to violent seasonal fluctuations in sales vol- 
ume as the jewelry trade. Jewelers have long since be- 
come more or less reconciled to doing 25 or 30 per cent 
of their year’s business in the month of December with 
another, though smaller, peak for graduation and wed- 
ding gifts in May and June, and scraping bottom in the 
other months of the year. 

It is, of course, an axiom of successful merchandising 
that the more evenly business can be distributed through- 
out the year, the more profitable it will be, because on 
such a basis it can be handled so much more effectively 
and economically. 

Consequently, things which tend to stimulate jewelry 
store volume during the off months are especially de- 
sirable in the jewelry business where this problem for 
so long has been so acute and so chronic. 

Many enterprising retailers have made excellent prog- 
ress in coping with it through the medium of off-season 
sales, special promotions during these off seasons on 
this, that and the other product, and intensive sales 
drives of various kinds. Manufacturers, too, in many 
cases have developed merchandising ideas for the bene- 
fit of their trade which are proving distinctly helpful. 

One angle that has shown itself definitely useful is 
the discovery and utilization of sales arguments and 
angles which tend to promote the sale of merchandise 
from the standpoint of the utility, convenience and com- 
fort of the article for the purchaser’s own use, rather 
than using only the gift appeal which is so subject to 
seasonal peaks and valleys. 

Merchandise which can be sold on the basis of use 
by the buyer is equally saleable at any time of the year, 
and the jeweler who can find in some of the lines that 
he handles reasons for purchase from that point of view 
will find them a great help in building up the valleys 
in his monthly volume. 

An interesting example of the way in which such 
points can be found and used is shown in the new appeal 
emphasized in the current consumer advertising of the 
Ronson lighter. Cigarette lighters are traditionally a 
gift item and the overwhelming volume of their sales in 
jewelry stores has hitherto fallen in December. The 
Ronson people, however, in an effort to improve this 
situation, are now advertising to the public the points 
of utility, cleanliness and safety, with especial emphasis 
upon the latter. Backed by a quotation from nationally 
distributed literature of the National Board of Fire 
Underwriters which says ‘““No match is safe” and “Re- 
place matches with lighters wherever possible,” Ronson 
is urging the public to buy for its own use. The strength 
of this appeal from a selling standpoint is confirmed by 
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the following expression of Lawrence E. Falls, first 
vice-president of the American Insurance Co. of Newark 
and chairman of the public relations committee of the 
National Board of Fire Underwriters, who says: 

“A greater use of the lighter in the home will reduce 
injury to table linen, furniture, clothing, et cetera, which 
is often caused by the match which is not ‘out.’ To say 
nothing of the added protection to children and the 
entire home.” 

Judging by the consumer tests which the Ronson 
people have made, the motive to which they are appeal- 
ing is a potent maker of sales because it is based upon 
the bed-rock of the consumer’s own self-interest. 

A different but equally interesting approach to the 
problem of stimulating sales in off months has just been 
announced by Schick Dry Shaver, Inc., who are featur- 
ing in a campaign of consumer advertising now start- 
ing, an offer to allow $2.75 towards the purchase of a 
Schick Shaver for any piece of shaving equipment 
turned in by the customer, no matter what its type or 
in what shape or condition. 

The principle employed here is to offer to the con- 
sumer a worthwhile inducement to lead him to purchase 
during what might be an otherwise dull season, since 
the offer will be open only from Sept. 1 to Nov. 15. It 
will be withdrawn after the latter date when the normal 
seasonal volume will not be in need of this extra stimu- 
lation. 

An especially noteworthy feature of this campaign is 
the fact that the entire amount allowed for the old 
razor is absorbed by Schick, none of it being taken out 
of the retailer’s margin. Such an arrangement should 
be doubly desirable from the latter’s point of view since 
it enables him to make an unusually attractive bargain 
offer and yet not sacrifice his profit for the sake of 
volume. 

Still another method of keeping up volume during the 
leaner months is used by some of the leading watch and 
silver companies whose advertising is strong and sus- 
tained the year around, keeping the prospective cus- 
tomer constantly reminded at all times of the advan- 
tages of the product and urging immediate purchase. 

Of course, it is hardly to be expected that jewelry 
stores’ sales for February or March will ever equal or 
approximate those of December, but if they can be in- 
creased in even a moderate degree in the off months this 
would be sufficient in many cases to transform the red 
ink too often found at the bottom of the ledger for those 
months to a modest net profit, and the fact that leading 
manufacturers are giving serious thought and attention 
to the problem is distinctly encouraging for the future 
outlook. 
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lew /.. JUNIOR HOSTESS SETS 









~ & 





Lie Tall. of the Toure 


... and the talk of the trade, as well, because LUNT’S 
JUNIOR HOSTESS SET 


is a new and revolutionary idea in the selling of Sterling. 


BECAUSE... this is a sales unit low enough to be popular and high enough 
to be profitable. 
BECAUSE... this is a sale which starts other sales. 


BECAUSE... this is a ‘package’ which is easy to promote and easier to sell. 


Our representatives are now S f th Should you desire full informa- 
L versmi fs) tion about these sets immedi- 


covering the trade with the 
ately, write Lunt Silversmiths, 


Junior Hostess Sets and will 
visit you as early as possible. Makers of Sterling Silver Tableware Exclusively Dept. JK-9, Greenfield, Mass. 








_ | 94 — THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1939 














HIS fourth installment in a series of articles based 

on "The Guide for Retail Advertising and Selling" 
issued by the National Association of Better Business 
Bureaus, Inc., is intended to give you, a jeweler, an honest 
sales language, in order to win and hold consumer good 
will. It deserves your attention. 


Guarantees 


The term “Guaranteed,” when not qualified, should mean 
that the article so described will remain in its original condi- 
tion and render service as when new during the entire period 
of the guarantee; and that, if it does not remain in such con- 
dition or render such service, under ordinary use, the guar- 
antor will replace the article without charge, or put it in 
condition to render the service as when purchased. 

All guarantees should be specific, definite, and clear to the 
public as to what they mean, to what they apply; and any 
time limit should be mentioned, e.g., “guaranteed against de- 
fective materials and workmanship for 90 days.” 

Obviously, it is misleading to guarantee an article against 
defective materials and workmanship for a period of time 
beyond the normal life of the article or parts thereof, or be- 
yond the time within which defective materials and workman- 
ship are likely to show up. (F. T. C. 02038 required that the 
terms of the guarantee be given in representing an article as 
“Guaranteed,” ) 

When a guarantee or protection is offered, and any addi- 
tional charge is made or expenditure required for same, that 
fact should be stated definitely in the advertising. Any re- 
quired expenses above the selling price such as transportation 
costs, installation costs, etc., in order to take advantage of 
a guarantee should be stated. In Canada it is illegal to make 
a guarantee of performance, efficiency, or length of life with- 
out an adequate and proper test. 


RELIABILITY OF GUARANTEE 


A guarantee is only as good as the concern which makes it. 
When merchandise or service is “Guaranteed” the consumer 
has a right to expect that terms of the guarantee will be ful- 
filled by the guarantor. Accordingly, guarantees should not 
be made on merchandise or service unless the guarantor is in 
a position to fulfill the guarantee if called upon. Retailers 
should not use statements in their advertising regarding a 
manufacturer’s guarantee unless the manufacturer is known 
to be in a position to carry out his guarantee, nor should 
retailers refer to their merchandise merely as “Guaranteed” 
unless they are willing to make good, if called upon to do so. 


MONEY-BACK GUARANTEE 
All refund offers should be free from confusion. A money- 
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TEN COMMANDMENTS 


Couched in simple, forthright language the Na- 
tional Association of Better Business Bureaus’ fair 
trade code, which reflects the philosophy underly- 
ing the bureaus’ relations with business and the pub- 
lic, urges business to: 


1. Serve the public with honest values. 

2. Tell the truth about what is offered. 

3. Tell the truth in a forthright manner so its significance 
may be understood by the trusting as well as the ana- 
lytical. 

4. Tell customers what they want to know—what they have 
a right to know and ought to know about what is offered 
so that they may buy wisely and obtain the maximum 
satisfaction from their purchases. 

5. Be prepared and willing to make good as promised and 
without quibble on any guarantee offered. 

6. Be sure that the normal use of merchandise or services 
offered will not be hazardous to public health or life. 

7. Reveal material facts, the deceptive concealment of which 
might cause consumers to be misled. 

8. Advertise and sell merchandise or service on its merits 
and refrain from attacking your competitors or reflecting 
unfairly upon their products, service, or methods of doing 
business. 

9. If testimonials are used, use only those of competent wit- 
nesses who are sincere and honest in what they say about 
what you sell. 

10. Avoid all tricky devices and schemes such as deceitful 
trade-in allowances, fictitious list prices, false and ex- 
aggerated comparative prices, bait advertising, mislead- 
ing free offers, fake sales and similar practices which 
prey upon human ignorance and gullibility. 











back guarantee should mean a cash refund, without any form 
of deduction, not a credit slip or an exchange. 


TIME GUARANTEE 


Time guarantees should be for a definite period or spe- 
cifically limited time rather than for indefinite periods such as 
“Guaranteed For Two Seasons.” 


SATISFACTION GUARANTEED 


When such claims as “Satisfaction or Your Money Back” 
are made, the customer should be the judge of whether or 
not he is satisfied, and such guarantees should be honored at 
once. 


PARTS GUARANTEED 


The guarantee of any one part of a finished article should 
not be stated in such a way as to mislead the public to believe 
the completed article carries this guarantee. An example is 
the advertising of watches where fhe guarantee may apply 
only to the watch case and not the movement. 


FREE SERVICE GUARANTEE 
When a guarantee of free service is made, the nature and 
extent of this guarantee or service should be clearly defined. 
(Please turn to page 120) 
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THE NEWEST PATTERN IN LOVELY STERLING SILVER BY 


Reel & BARTON 


TAUNTON, MASS. : NEW YORK. 4 MAIDEN LANE 
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3 Maier & Berkele 


Presents a 5 


“FESTIVAL of DIAMONDS” 


Tuesday, October 11---Saturday, October 1§ 





A 
You are cordially invited to attend one em tir Dumond Exe 
bibs € wn in Atlanta 2 complete display asembled {rom the four 
finished ‘ones valued ands of dollars, 






‘ollow a Diamond from the Rough .. 6 


YOU'LL SEE: 





erkele’s “Gem Laboratory” with the 
dscope and many other Gem Testing Instrue 


s display of exquisite Jewelry... sucht 


A dazzling ma . 
. Y ce in a lifetime—ineluding: 


as most of us see only on 
Jewelry in the modern trend. 
Genvine Victorial Pieces 
Exquisite diamond preces (which cannor be dated) 
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’ 


—And emphasizing the t 
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dade, Coral, Lapis La and othe: 
egiece to the Brilliant Stone 
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111 PEACHTREE 








BUY DIAMONDS . . 
FROM A DIAMOND MERCHANT 


Unless you hove @ sound, 
technical knowledge of the 
true valve of rare gems, you 
must accept your diomonds 
on FAITH 
Engogement ond Wedding 
Ring Sets priced trom $35 

@ set to ony amount you 
$150 


per, 9 Diomesée, Vi" 80 spend 





Your best guorontee of quality ond value im Diamonds 1s to 
buy from @ Diomond Merchont om whom Confidence con be 
ploced without hesitancy, whose diomonds ore unexcelled in 
QUALITY, BEAUTY, BRILLIANCY AND VALUE 


Terma: 1-5 Cash—Balance 10 Monthly Payments 


Glaude 5. Bennett 


DiaMOND MERCHANTS: 
207 Peachtree Atlente 








g Sr ring £5 CAN 
P toMy sSKLEIN & SON 






€ Way ~— Fashion Decrees 


=. ( Gifts seiected now allow 
= you first choice of smart 


’ 
new articles. There is 
more pleasure in shop- 
ping leisurely, and Choos 


KLEIN & SON 


Jewelers *% % Gift Counselors 
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Nine Jewelers’ October Ads 


EWELS in every price range, for the Fall and Winter social 
season, are merchandised in these well-designed announcements, 
which have been selected from the best of last October’s jewelry 
ads to help you plan your next month’s program. @ Maier & 
Berkele, Atlanta, Ga., chose five days in October for a “Festival 
of Diamonds,” and skillfully promoted it as shown in the ad at 
left. . . . Claude S. Bennett, Atlanta, counsels “Buy diamonds 
from a diamond merchant.” ... The tone of the Brock & Co., 
Los Angeles, ad reflects the high style of the watches it advertises. 
... Loring Andrews Co., Cincinnati, suggests “Silver for her lady- 
ship,” in token of the many autumn engagements and weddings. 
® Costume jewelry for Fall entertaining is a theme of Jaccard’s, 
St. Louis. . . . Illustrations and text by Klein & Son, Montgomery, 
Ala., awaken desire to give and own jewelry. . . . The Webb C. 
Ball Co., Cleveland, quips “Gifts for every purse and purpose.” 
. . Hardy & Hayes Co., Pittsburgh, accents the two-tone gold 
vogue. ... Myron E. Freeman & Bro., Atlanta, has a heart-to-heart 
talk with diamond-minded bachelors. 
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EVENING 
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i s Britiiant, Gictering jewels ia « lavish mood— 
{ : replicas of real gem set creations. 












$10.00 





and 
colortul wmolated gems Our costume jewelry 
department bas assembled anly the chercest styles. 


Priced $1.00 te $50.00 
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Ingtead of wating unt 
wyou get ready to buy 
your diamond we sug 
yt that you drop in 
To a inte chat with 
one of our diamond 
experts now. There is 
such @ diference in 
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formation you get vol 
prove vvawane 








There is no obligation 


B.. S FORTH DAZ. 


¥ IN THE NFW TWO-TONE GoID 
HFS THAT ARF SWIRLS OF GOLD 


ono HFAVY BRACELFTS 
AT ARE ONE—TWO—THREE STRANDS 


Mop BROOCHES 12700 u 


t m 
BRACELETS 40.00 up 





Divided Payments f Desired 


Myron E. Freeman 
& Bro. 
« JEWELERS 
103 Peachtree St. 


¢ Euclid Avenue 
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Choice of any of these Gorham 
Silverplate patterns, designed by 
Gorham Master Designers, ex- 
ecuted by Gorham Master 
Craftsmen, reinforced 
at points of wear 

with inserts of solid 
silver. Featured at 
unprecedented sav- 
ings with solid 
mahogany coffee 
table; October 2nd 
to Novemker 4th. | 





Here’s something NEW to catch your cus- 


tomer’s eye: a special sale on quantity pur- 


solid mahogany collee fable chases of Gorham Silverplate at savings of 


$5.50 to $18.35... plus extraordinary 


wilt Spevia "40 * mA of Si a YL sles vA saving on a beautiful solid mahogany coffee 


Gorhams greatest otter 


(from Cech. 2 bee. 4 ‘) ~ 


Choice of any Silverplate pattern. 





Also: Special offers with Free Chests 


38-piece set for 6, only $38.50... regular $44 


... Save $5.50. 12 tea spoons; 6 each: knives, 





forks, salad forks, butter spreaders (or iced 
tea or orange spoons) ; 1 each: butter knife, 


sugar spoon. Durable wooden chest, FREE. 


50-piece set for 8, only $54... regular $64... 
save $10. 8 tea spoons, knives, forks, salad 


forks, butter spreaders (or iced tea or orange 





spoons), dessert spoons (or soup or cream 
soup), 2 table spoons (or butter knife and 


sugar spoon). $7 solid mahogany chest, FREE. 


The Coffee Table (retail value $27.50) is offered at 85 
net with $100 net purchase of any combination of ; 
special sets of Silverplate. 84-pieceset for 12, only $85 . . . regular $103.35 


... save $18.35. 18 tea spoons, 12 knives, 


forks, salad forks, dessert spoons (or soup or 
cream soup), butter spreaders (or iced tea or 
orange spoons) , 4 table spoons, 1 butter knife, 


SILVERPLATE sugar spoon. $10 solid mahogany chest, FREE. 
“The next thing to Sterling” 


LISTEN TO THE G-MAN’S STORY... OR WRITE OR ’PHONE THE NEAREST GORHAM OFFICE « THE GORHAM COMPANY. PROVIDENCE. R. I. 


: 98 THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1939 














They’re New 








@ Toastmasters new 
Junior Toast 'n Jam set 
results from requests 
for a Toastmaster tray 
set to sell to a price 
market. It is expected 


to be a leader at $8.50. 





@ Elgin ship's wheel clock, 8-day, 7 jewels, goid 
plated, designed and sold by D. C. Percival & Co., 
Boston. Retails at $15. 





@ An Early American reproduction, 
this five-piece sterling silver tea set 
is made by Schofield Co., Baltimore, 
to retail for $180. 





@ Hold-A-Pak ash tray com- 
bination is a complete smok- 
ing service in one unit. Offered 
by Walter Howard Weber, 
551 Fifth Ave., New York, in 
bronze and enamel combina- 
lions to retail at $1! to $2. 





@ Hamilton's 
“Leta,” 20/0 size, is 
10K natural gold- 
filled, has black fin- 
ish or raised nu- 
@ Seth Thomas offers the new Falsbury, with meral silver finish 
die cut gold-colored numerals and hands and dial. $40. 
walnut cabinet, in either electric Westminster 

chime or 8-day pendulum chime movement, $25. 


@From Kadette's 1940 
line is model L-34, a 
portable 5-tube super- 
heterodyne, covered 
with luggage duck. 
New rolaway door per- 
mits enclosure of dial 


. p , nia knobs and speaker 
@ Shirred, soft pouch evening bag with pic grille. $24.95. 


ture-frame type top of emerald-cut stones, de- 
signed bv Josef for Gold Seal Importers, 30 E. 
33rd St., New York, $30 retail. 
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They’re New 























@ Here's His Excellency, with irid- 

ium platinum case and dial with 

over 50 diamonds, announced by 

Bulova to sell at $1000. It con- 

tains the standard Bulova 21 jewel 
movement. 








®@ Typical of the new 
line of three-tone 
gold filled jewelry 
with grape motif, 
made by Louis Stern 
Co., this brooch re- 
tails at $7.50. 


@ Four-piece hand engine - turned 
sterling silver dresser set by Saart 
Bros. Co. is packaged in rust color 
velvet blended with gold and silver. 





® New expansion bracelet made by 

W & H Jewelry Co., Inc., Providence, 

expands to twice its size. Has plain, 
chased or alternate links. 





© C. J. Bates & Son, Chester, Conn., 
have just introduced the Susan Bates 
sewing kits, a new kind of gift mer- 
chandise perfect for jewelry stores. 











®@ Richly fashioned for gracious enter- 
taining is this repousse chased tea set 
in sterling silver, newly announced by 
the Manchester Silver Co., Providence. 
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® Presenting the “Captain,” with fric- 

tionless, vibrationless high-speed 

motor, just offered by Schick Dry 

Shaver, Inc., at $12.50 list, and $9.75 

‘ net under nationally advertised trade- 
in terms. 


®@ Cultured pearls represent buds 
and flower in this smart 14 karat 
brooch made by Leys, Christie & Co. 


to retail at $300. 
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JACQUES KREISLER MANUFACTURING CORP. 136 W. 52 ST 
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Holmes & Edwards Sterling Inlaid and Stratford 
Plate Sectional lines are shown in this room. 


Right, settings and window displays show 1847 
Rogers; sterling silver and conference rooms 
in background. 


The rece 


ption room 


102 


International’s 
New York Salon 
A Masterpiece 


Of Modernity 






HE retail jeweler who visits the handsome new 

. showrooms of the International Silver Co., which 
occupy the entire fifth floor at 485 Fifth Ave., New 
York, cannot fail to carry away with him many im- 
pressions which will help him in selling silver. 

Instantly upon entering he will feel himself in the 
atmosphere of a modern American jewelry store, and 
can absorb many new ideas for the modernization of his 
own store, if he should be contemplating such a move. 

Here he will see silver displayed in the most flatter- 
ing way. He will note that where it has been necessary 
to augment daylight it has been accomplished to the ad- 
vantage of the silver by the use of fluorescent lighting, 
which is employed exclusively throughout the show- 
rooms. The fine, white, silvery sheen, so greatly desired 
in the showing of silverware, results. 

The spaciousness and quiet simplicity which marks 
the International rooms, reflects the careful planning 
and study which. went into the installation. 

As the illustration of the sterling room, at left, shows, 
the hollowware is not crowded together on shelves be- 
hind glass, but each piece is given plenty of “air,” 
many of them placed on pedestals, to show their full 
beauty. Flatware is shown in service on beautiful table 
linen in conjunction with suitable china, crystal and 
napery, as is seen in the picture directly above. 

Over 60 flatware patterns are on active display, to- 
gether with an array of all types of chests and con- 
tainers. 
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AN A-! SILVER SECTION 
(From page 91) 


of the unusual client by being prepared to render highly 
specialized services in various fields. 

Thoroughgoing research is offered for people inter- 
ested in the history or background of a particular piece 
of antique silverware. Typical of the Wanamaker policy 
in this regard was the effort expended in running down 
for a customer from Syracuse, N. Y., information wanted 
in connection with a 1685 stirrup cup the man was con- 
templating purchasing. Three days were consumed in 
establishing the authenticity of the piece but at the end 
of the time department heads were ready to place a 
10 to 1 bet that the work would result in a $400 sale. 

Still another phase of the Wanamaker policy of build- 
ing favor and good-will through service is its educational 
program for school and college students and older men 
and women. 

Nearly eight hundred students have attended lecture 
classes given this year by the store on the manufacture 
of Sheffield plate. In another series of talks, college 
girls have been given information on what articles are 
needed, and their cost, in starting a silver service for a 
newly-wed couple. 

Although Wanamaker’s says it is “not quite as ag- 
gressive as some other stores are,’ the management 
augments its emphasis on service by following such tra- 
ditional sale-building procedure in its silver department 


as keeping pattern records and using a follow-up system | 


to keep in touch with purchasers. 

Salesmen in all sections of the jewelry department 
also have been trained to assist the sale of silver and 
other articles not handled by their particular counter. 

“We have men who know all lines—silver, watches, 
diamonds, gold jewelry—so they can talk to a customer 
on any subject,” the store executive added. “So often 
one will find in a jewelry store that a diamond man 
knows nothing about silver or watches and has little 
interest in either subject. But we have found that it 
pays to school our men in the various departments.” 

Organized Oct. 6, 1897, the Wanamaker jewelry sec- 
tion boasted the best-looking jewelry store in the city 
at that time and many of the original cases still are in 
use today although the present department is far from 
“antique” looking. The largest collection of old silver 
and Sheffield plate in Philadelphia was one of the prin- 
cipal customer attractions of the early department. 


ROYAL WORCESTER NAMES SALES STAFF 

The U.S. staff of the Worcester Royal Porcelain Co., 
Ltd., has now been formed, according to E. N. Khouri, 
New York manager, who named the following repre- 
sentatives: 

Frank Cortez, formerly of Copeland Thompson and 
more recently of Wm. S. Pitcairn Corp., who will cover 
New England; Russell Stubaus, who resigned as buyer 
of china for Phillip H. Stevens & Co., Hartford, and 
who before that was associated with Edward Boote, 
who will cover the Southern States; and George Murch, 
of the china department of Marshall Field & Co., who 
will join the organization in September to cover the 
Middle West. 
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Silver-Plated Coffee Set 


Benedict Manufacturing Co. 
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This Smart 
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Sells: fo, only 
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Osts You only 


$750 
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Here it is! A complete “Ten Eyck” 
Coffee Set—including a 16” x 11” tray, 
a 214-pint coffee pot, a sugar and cream- 
er — in an exquisite, yet simple, tradi- 
tional Colonial design. Full burnished 
heavy silver plate — we have outdone 
ourselves to make it possible for you to 
offer this amazing bargain to your 
customers, 


This new “Ten Eyck” Coffee Set is de- 
signed to help you build business! It is 
made to the high standards of workman- 
ship and materials that have made the 
name “Benedict” famous in silver-plated 
hollowware since 1883. 


Send your order in direct—or, ask for 
our representative to call. 


Dept. 10, East Syracuse, New York 


Makers of silver-plated hollowware since 1883 














Now-- 


A Reliable Waterproof 
Stainless Watch—Retail $15.00 





New—12 Hour Recording 
Chronograph, 17 Jewels 
Retail $35.00 





ANRJA VISITORS ARE 
INVITED TO SEE A SPECIAL DISPLAY 
AT OUR OFFICES 


BELMAR WATCH COMPANY 


DIVISION 


LOUIS SICKLES 


1015 CHESTNUT STREET, PHILADELPHIA 
576 FIFTH AVE., NEW YORK CITY 
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1))))))) Mr 
—— 


, 


OVER A TERM OF YEARS 


you will find that you get true, 
accurate, and satisfactory re- 
turns on all forms of old gold 


when you ship to 


DEE & CO. 


WE KNOW VALUES 


and pay as liberally as can 
be done. That is why jewelers 


continue to send their 


OLD GOLD 
TO 


E &,,¢0. 


DOWNTOWN OLC 
nN SA ie OFF tt 
55 €. WASHINGTON ST 


/Feecious 
: CHICAGO 
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WHY AND HOW PEOPLE BUY DIAMONDS 
(From page 68) 
we believe to be the first time, the intensity of this com- 
petition from each of the more important of these other 
competitors for the dollar which the jeweler is striving 
to capture. 

A list of other luxury expenditures such as an auto- 
mobile, a trip to Europe, etc., was drawn up and each 
person interviewed was asked with respect to each of 
them whether he or she would prefer that luxury or a 
diamond of equal value. 

Here a marked divergence was disclosed between the 
desires of the young unmarried women on the one hand, 
and the married women and men on the other. For 
example, 71.7 per cent of these young women said they 
would rather have a fur coat than a piece of diamond 
jewelry, while the married women and their husbands 
considered the two about equally desirable. 
the college group showed a stronger leaning than the 
older persons toward foreign travel in preference to 
jewelry. On the other hand, not one of the young 
women preferred a piano to a diamond although nearly 
one-third of the matrons voted the other way. 

The complete tabulation of the choices in compari- 


Likewise, 


son with diamonds is as follows: 


Married Women College Women Married Men 


An automobile ......... 72.00% 79.3% 73.9% 
A trip to Europe ....... 68.5 80.5 63.5 
A trip to Hawaii ....... 68.1 82.5 62.8 
A radio-phonograph .... 67.3 62.6 61.0 
A new wardrobe ....... 67.1 71.3 69.0 
A trip to Bermuda ..... 60.2 79.3 55.0 
ye a renee 49.2 71.7 53.9 
MY Sadan ee a ms 29.1 ee 30.9 
competition from other lines is 


The severity of the 


evident, and emphasizes the necessity to the jewelry 
trade of just such activities as the DeBeers’ campaign 
and the work of the Jewelry Industry Publicity Board. 
Nevertheless there is much that is encouraging in the 
survey. Despite the verbally expressed preferences for 
other goods, the encouraging fact remains that in actual 
practice approximately 80 per cent of all married 
women, rich or poor, own one or more diamond rings. 
Fifty-seven per cent of them would like another ring. 
and 39 per cent would like to have a larger ring in 
place of the one they now have. This latter fact, inci- 
dentally, indicates that the arrangements being offered 
by many credit jewelers and a few of the old line 
stores, for customers to trade in present diamonds 
toward the purchase of a larger stone should strike a 
responsive note. 

Of the comparatively small percentage of women who 
have no diamond rings, 75 per cent would like one and 
74 per cent of their husbands want and intend to give 
them one as soon as they can afford it. 

There is also a potential demand for men’s diamond 
rings. Nineteen per cent of the married men now own 
such rings, 35.5 per cent of these would like larger dia- 
monds in place of the ones they now have, and 48 per 
cent of the men who have no diamond ring at the pres- 
ent time would like to own one. 

These and other points which will be discussed in 
another article next month show clearly the unextin- 
guishable desire of the public for diamonds and the 
latent possibilities for sales and profits which can and 


should be developed. 











1847 ROGERS BROS. 
WM. ROGERS & SON 
Included in the 40° reduction are 


52 piece set, service for 
FIRST LOVE—3' 1847 First Love pat- 


tern in new Fiesta chest. 


4 sets, 50 pieces for 12, 44 and 34 
PARIS— pieces for 8 and 26 pieces of Wm. 
Rogers & Son popular Paris pattern. 








Silverware Sales Stimulators 


Available to Your Customers September | Ith to 23rd 
40% Reduction on Regular Stock for This Sale 


Stocks Available Are Positively Limited 
Wire, Phone or Mail Your Order at Once 


Maschmeyer-Richards Silver Co. 


Wholesale distributors of International and Community Plated Ware 
315 NORTH 7TH STREET, ST. LOUIS, MISSOURI 


Community Plate 


40°/, reduction off all open stock prices on all 
active Community patterns including the new 
Forever design. Three popular priced sets 
and Open Stock—Baby Sets, Carvers and 
Game Shears are not included in the discount 
sale. You can start new sets for your cus- 


tomers who will later fill in at regular prices. 
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IDEAL, JR. ALARM 


Ivory-colored case with pol- 
ished brass bezel. White dial 
with square numerals. Pol- 
ished brass hands. Unbreak- 
able crystal. 30-hour temper- 
ature-compensated movement. 


One key in the back winds : 
both time and alarm. Size: 
Retail 


4” high, 2%” wide. price, $1.95; Keystone list, $2.66. 


TOURIST 
No. 2 ALARM 


Indispensable when travel- 
ing or vacationing, also “at 
home” in the den, on the 
desk and many other places 
about the home or place 
of business. Has a smart, 
two-tone, gold-color dial 
with radium numerals. Pol- 
ished brass hands and 
bezel, unbreakable crystal. 
30-hour temperature - com- 
pensated movement. Fine 
genuine leather case in 
tan, brown, navy or black. Size closed 4%” x 4%” x 114”. 
Retail price, $7.95; Keystone list, $10.20. 

Tourist No. 1, a similar clock with zipper closure, retails for 
$4.95; Keystone list, $6.42. 




















PACIFIC CHIME OR STRIKE 


8-Day or Self-Starting Electric 


A new mantle clock of unusual design. Has a mahogany ply- 
wood case with decorative base, 514” two-tone metal dial, convex 
glass crystal, polished brass sash and handles, Full Westminster 
quarter-hour chimes and hour strike; or hour and half-hour 
strike. Supplied with Whitehead slow-speed, self-starting electric 
motor, or 8-day spring wind. Strike, retail price, $13.25; Key- 
stone list, $16.26. Chime, retail price, $29.00; Keystone list, $35.58, 


The above are only a part of the new line, which contains 
watches and clocks of many interesting eye-appealing designs, 
available at a wide range of prices. Circulars on request. 

If not at your jobber’s, send us his name with your order 


NEW HAVEN Gimepicces 


THE NEW HAVEN CLOCK COMPANY, NEW HAVEN, CONN. 








HONESTY is not a virtue 


... itis good business! 
FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Qur Reputation ts Our Success 











PRECIOUS STONES 
A course for 
Professionals and artisans in the trade 
Collectors and interested amateurs 
by 
| Professor George I. Finlay 
| Geologist—Lecturer—Lapidarist 
Fifteen sessions, from 8:00 to 9:45 p. m. 
Beginning Thursday, September 28 


Washington Square Center 
DIVISION OF GENERAL EDUCATION 


20 Washington Square North 
SPring 7-2000—Ext. 645 


NEW YORK UNIVERSITY 











FLORN | 


Frame traveling clocks. 
Exclusive design, simu- 
lated leather. Moire lin- 
ing, chrome plated frame. 
Extended stem winder. 


No. 245 fitted with a 30- 
hour well-known American- 
made timepiece, 
guaranteed; two - 
matal dial, legible figures, 
chrome bezel and un- 
breakable crystal. 

Tag $4.98 
Luminous Dial $5.98 
We also offer a com- 
plete leather case ser- 
vice for all sizes of 
movements. We feature 
genuine leather cases 
m fitted with American 
¥ movements and Swiss 

q-jewel movements. 


‘the FLORN Company 
1123 Broadway (Cor. 25th St.), New York City 
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WOODEN WATCH IN GRUEN COLLECTION 





A remarkable collection of antique watches and odd watch desians was 
shown by George T. Gruen of the Gruen Watch Company, Time Hill, Cin- 
cinnati, Ohio, at the last convention of the United Horological Association. 
An interesting watch model that attracted a great deal of attention was one 
made entirely of wood except for a few of the springs. It still runs perfectly. 


36 STYLES SHOWN IN SILVER PARADE 


66FPXHE SILVER PARADE” was the copy slogan 

used in a series of effective silver windows at the 
Bohm-Allen Jewelry Co., Denver. Every window in the 
house was used in the same design. The backgrounds 
were black, with cutouts of brides providing a silhouette 
effect. 

Thirty-six different patterns were shown, representing 
the complete price range in sterling silver. The largest 
combination was a $1,700 complete service, the smallest 
a dollar silver spoon. The idea played up was that 
sterling can be bought to fit any pocketbook. If you 
can’t afford an expensive set, start a pattern for the 
bride with just one small piece, was the appeal. 

Black oilcloth was used in a unique way for the dis- 
play foundations. Scattered through all the windows 
were cube-shaped display units covered with this ma- 
terial. The featured items were shown on them, the less 
important ones on the floor. In each case, the showcard 
listed all pieces in the set with both individual and total 
prices. 

In another display, 36 silver patterns were shown 
with as many different designs in dinner plates. The 
china was of the finest grade, selected to harmonize with 
the silver patterns and illustrate the appearance of the 
proper service setups in various price ranges in actual 
use. 


SHORTAGE OF JAPAN WARES GROWS 


A drastic shortage of Japanese chinaware owing to 
the war organization of Japanese industry will mark the 
chinaware market in this country, it was said by Wil- 
liam Shaland, head of William Shaland, New York, 
who has spent the last two months buying in Japan. 

Because of the labor shortage in industries not di- 
rectly allied to the warfare, and the lack of raw ma- 
terials, Japanese manufacturers will be unable to de- 
liver quantities contracted for by United States dealers, 
he stated. Prices are up 20 to 30 per cent. 
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Reg. U. S. Pat. Off. 


N OCT. 1st... 
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DIAMONDs 
WATCHES SILVERWaRE 
JEWELRY MATERIAL 
NOVELTIES TOOLS 
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“THE MOST COMPLETE CATALOG— 
IN THE TRADE" 


Jewelers, everywhere, use the big 
Becken Book as a buying guide, for in 
it is shown everything that the Retail 
Jeweler wants. One order to send— 


BYVBGF F232? ?3? 3? 3? 


one shipment to receive. Save time, 4 
trouble and expense. C 
) 

s 

} 

A. C. BECKEN Co. 3 
America's Leading Wholesaler > 

29 E. MADISON ST. . 
CHICAGO, ILL. s 

DENVER yy DETROIT + TAMPA (4 


“Buy From Becken — And Get The Best” 
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These watches are presented to the retail jewelers of the 
country with full confidence BECAUSE they represent 
better values and a higher quality in each price range. 
Every watch is cased, timed and rigidly inspected in our 
own shops. Each watch comes to you in a_ specially 
designed beautiful gift box. 


You can offer these dependable new ALTON watches to 
your customers with every assurance that you are giving 
the best possible value at the price. Every watch is 
guaranteed to give long years of satisfaction to users. 





ed back "plow 
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7 Jewe], Net Price Sold fot Plate om fit 
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Brice *"*+-... Leathe, *inless 
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9.05 





Illustrated are just a few numbers from our complete line. 
Send for our 1939 catalog in colors showing line of new 
ALTON watches, and other lines of profit making watches 
and watch cases. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove. and 
I.D. Watch Cases 


& 


5 South 
Wahash Ave. 


Chicago 


Illinois 
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MODERN WATCH ATTACHMENTS 
(From page 61) 


having been dissatisfied due to the unpreventable corro- 
sion of even the finest grades of gold filled metal bands 
with the corrosive base, were offered exactly the same 
style metal attachments when the “non-corrosive base” 
was introduced about five years ago. 

As performance in actual use was the only proof 
that the new metal band would not corrode. there was 
natural skepticism. The more affluent males would not 
buy the new bands regardless of the manufacturers’ 
“non-corrosive” claim. The better retailers, rather than 
chance the loss of a customer by furnishing exactly the 
same style band as had given little satisfaction prior to 
the introduction of the non-corrosive base. started to 
push leather straps. 

Re answer (c), “So many new watches now come 
complete with metal bands.’—True. Since 1931 many 
new watches have been and are equipped with metal 
attachments as a complete unit for dealer purchase, but 
since the advance in the price of gold, the tendency has 
been more toward the use of cords and straps especially 
by the makers and importers of the better grades of 
watches; hence the opportunity for selling better all- 
metal bands as replacements. 

The makers and importers of better watches have 
influenced the trend toward leather straps by either dis- 
continuing or diminishing the use of the metal band as 


. standard equipment for men’s wrist watches. This fact 


creates an ideal condition to be capitalized by the retail 
jeweler for the sale of fine gold-filled men’s bands, be- 
cause the “non-corrosive base” is now not only a feature 
of most all makes of wrist watch attachments but also 
because these are available in radically different styles 
than those that did not give satisfaction. Among these 
is the new flexible watch strap. 

The present sale of separate high or low grade metal 
attachments is trivial compared to the potential sales 
possibilities and will so continue until the jewelers’ 
stock of separate all-metal attachments predominates in 
styles that are not in general use by watch factories or 
by importers in assembling their own complete boxed 
units. 

Why should the consumer throw away a perfectly 
good watch bracelet that came on the new watch and 
buy another bracelet merely because the links of those 
in the jeweler’s stock happen to be a different shape 
from the links on the bracelet that came with the watch? 
There is no sane reason why the jeweler should expect 
to sell another “same style” bracelet for the same watch 
until the one that came on the watch has worn out. 
On the other hand, the jeweler can reasonably expect to 
displace many of the original bracelets before they have 
worn out provided he features watch attachments radi- 
cally different in style from those he purchases assem- 
bled to new watches. Anything new with merit in style 
or structure is something that appeals to the consumer. 
Anything old is usually sold only when it is asked for, 
and automatically becomes classed as a staple. Staple 
items rarely interest either the dealer or his sales per- 
sonnel sufficiently to arouse the enthusiasm that is so 
essential to the creation of sales; that is, something sold 
that the consumer had no idea of purchasing or sense 


of needing. (Please turn to page 112) 
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1923-1925 


The mesh attachment had hook ends for "'convertible"’ 

cases and wide ends for ribbon lugs. Mesh attach- 

ments have never gone out of favor in gold and 

platinum. The tongue buckle was introduced in 1923 

and adjusted like a leather strap. In 1925 it was 
made to adjust like a watch ribbon. 








1926-1927 
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sizes for women. |. Expansible, made from spir- 
ally wound flat wires, had to be hooked to 
watch case lug to secure the watch to the wrist. 
It did not slip over the hand. 2. All-metal 
bracelet with springs in ends or having six to 
eight flat expansible links. For men. 


























1926-1929 


The pierced expansible box link bracelet for women 
was a lacy effect in metal, usually with 12 to 14 separ- oak RAZIRAZAIRAZTIASS AAI 
able links. Reviving metal bands’ use by women, it SAPNYe ‘ , . ’ SOaisosincaizosinoaizes 
displaced silk ribbons on old’ and. new watches and 


proved that the wrist watch attachment business was 
sufficiently sizeable to be a business in itself. 








1928-1929. 
oe vA Ve Zy\— — Va Ve i "Hollywood" marked the first popular accep- 


Sa tance of an all-metal attachment for men's wrist 
YS 4 a —— Za a 4 watches, also made for women's. It had a box- 
like separable hook center and a large curb 
link chain. It did not have removable links. 























1926-1930 


1. The ''Duo-Fold"’ folding clasp, 1926, adjusted within 
the buckle and permitted the watch with band at- 
tached to be slipped over the hand. This folding 
feature next evolved to the so-called "'Tri-Fold,"' shown 
“second in this grouping, which adjusted to size like 
the "'Duo-Fold.'' Armored edge mesh here marked the 
vogue of flat all-metal bands for men and women. 
During this period, 1927 to 1930, a hollow tubular link, 
No. 3, sold simultaneously with the ''Tri-Fold.'' Though 
having the effect of a solid flat band, it was entirely 
flexible. The next evolution, No. 4, was to the “open 
link"’ style, with removable connectors and either a 





















































hinged hook center or a simple folding clasp. This FT oe Y mae” pe OY ee VT ax? mee” 5 A 
style was popular in 1929 and 1930. FH FA “Fi # - : F : : & 
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" 1929-1939 


The baguette watch marked the third major 
change in watch case style. Its diminutive size 
was responsible for the silk cord attachment and 
the obsolescence of most wide and heavy all- 
metal bands for women's watches. 2. Silk cord 
without end hook, for baguette or new watches 
having cord lug. 3. Silk cord with ratchet ad- 
justing buckle and metal ends for ribbon lug 
cases, was popular for replacement purposes, 
though the size of the old watch was larger than 
the baguette for which the silk cord was created. 

















1931-1939 


The reduction in the size of women's watches forced 
reduction in the width of metal bracelets. The folding 
buckle with ratchet adjustment supplanted all other 
types of center buckles, except that the hinged center 
hook remains popular for a silk cord as equipment for 
complete new watches. |. The narrow open link brace- 
let with ratchet buckle for men and women, 1931. 2. 
The revival of the curb chain with ratchet buckle and 
removable links, for men and women, 1933. 3. Intrc- 
duction of snake chain with ratchet buckle or hinged 
center hook, also double strand snake chain conform- 
ing to style of silk cord, 1936. 4. Flat, flexible metal 
strap, adjusted “like a ribbon'' to wrist size, slips 
easily over the hand, 1938. 
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PLATINUM 


IRIDIUM, RHODIUM, 
RUTHENIUM, 
PALLADIUM 


IRIDIUM — PLATINUM 


In all degrees of hardness for 
the requirements of the Jewelry 
Trade and other Industries 


The Quality of all our Metals and 
Products fully guaranteed 


PLATINUM 
WEDDING 
RINGS 


CHANNELLED—PLAIN—ENGRAVED 
RHODIUM PLATING SOLUTIONS 


JOHNSON, 
MATTHEY & CoO. 


INCORPORATED 


The oldest established and World-renowned Refiners 


15 WEST 47th ST. NEW YORK CITY 
Telephone: Bryant 9-4645 








MODERN WATCH ATTACHMENTS 
(From page 110) 


Any really new idea in watch attachments can always 
be shown without offense to any consumer even though 
the same customer purchased a watch with bracelet 
attached only a short time previous; or a new style band 
can be sold when a new watch is purchased regardless 
of what older style of attachment the factory or importer 
furnished with the watch. 

The sale of the first metal wrist watch attachment 
was accomplished solely by suggestion at the watch re- 
pair counter of John W. Mealy & Sons Co. in Baltimore, 
Md. This attachment was not asked for, because not 
only had the public never seen such a device but were 
not even aware that a watch could or would be worn on 
the wrist. The watchmaker in this small jewelry store 
sold $3,500 worth of this original metal attachment in 
the first six months. He suggested same for every 
woman’s bracelet brought for repair or setting. 

The watch repair department is still the ideal spot 
for the constant showing of new style attachments and 
every customer contacting this department, even if only 
for the setting of a wrist watch, should not be allowed 
to depart without having been shown the very latest 
style attachments without consideration as to the kind 
or condition of the attachment already on the watch. 
The stores that sell the most wrist watch attachments 
constantly pursue this method of suggestion. The vast 
majority of jewelers, however, have allowed the same- 
ness of watch bracelet styles since 1931 to influence them 
to treat this item as just another to be sold when asked 
for or when apparent that the consumer really needs a 
new one. 

Styles will come and go, but only by sensing when the 
“new” is really a basic change rather than a passing 
novelty, and by quickly featuring the really “new” in 
the manner suggested, can a jeweler expect to reap the 
reward of created sales and avoid the lethargic and 
costly selling habit that so often accounts for too much 
out-of-date or dead stock. 

It is easy to sense when a style change is really at 
hand. If one manufacturer introduces it and no other 
follows suit, the style is either ahead of its time or is 
a ripple soon to disappear. If other manufacturers fol- 
low quickly with copies or adaptations of the same style 
or features, then the style change is real and every 
jeweler should promptly feature the new. 

One of the best known eastern jewelery firms always 
has sold more wrist watch attachments than other stores. 
Their employees constantly suggest new attachments for 
the watches brought for repair. Should it happen that 
circumstance prevents the verbal suggestion, the cus- 
tomer receives by mail a form letter acknowledging the 
repair. Accompanying are priced illustrations of the 
latest wrist watch attachments. One or more of these 
are checked as suitable for the customer’s watch, with 
the suggestion that it can be attached to the watch for 
delivery when the repair is completed. A prepaid postal 
card provides convenient means for the customer’s reply. 
This method is effective provided the suggested attach- 
ments are really new and in stock, ready for delivery as 
promised. 

We must focus our attention to the present and fu- 

(Please turn to page 117) 
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“SPUR 
OF THE, 
MOMENT | 


SALES AND 
STEADY PROFITS 


..» display this 
popular 
assortment of 


HOLIDAY 
CHROME 
SUCCESSES ! 


Net Price Per 


Assortment 


$9.90 


REPRESENTATIVES IN ATTENDANCE AT 
BOSTON GIFT SHOW 
Room 628 Parker House 
September 18 to 22 


PERMANENT SHOWROOM 
Room 433—225 Fifth Ave., New York 
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Distinctive new 3- 
color easel display— 
Free With Onroer. 


This 19-item assortment of beautifully designed, practical, popu- 
lar chrome gifts comes to you complete—packed in one shipping 
container—all ready for you to display and sell. There isn’t 
a “‘slow-mover” in the lot; each piece has been selected for 
this holiday special assortment on the basis of its sales per- 
formance in all parts of the country. Each piece has dis- 
tinctive eye appeal—as a group display they command atten- 
tion anywhere in your store. Priced for those impulsive 
“‘pick-me-up”’ sales which keep a cash register tinkling. Order 
this selected assortment today; delay means profits lost which 
you could pocket easily. Write now while it’s fresh in your mind. 


Brann New Catatoc of Evercraft Gift Creations in chrome 
Just Orr THe Press—Get your Free Copy Topay. 


The EVEREDY Co 
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MRS. A. S. THOMAS PRESIDES OVER GIFT DEPARTMENT 


PECIAL attention given the sales problem with pot- 
tery and, in relation to it, stem and silverware, has 
brought a 50 per cent increase in the pottery line and a 
business much larger in proportion than in many other 
cities, during a three-year period, to the Santa Fe Watch 
Co., of Topeka, Kan. 

Beginning with a segregation of merchandise which 
had only been given a superficial merchandising atten- 
tion before, the Topeka store has made this unit fourth 
ranking in its general business, Alonzo S. Thomas, pres- 
ident, reported. 

Most important merchandise move contributing to the 
increase was, on the face of it, a very slight one. But 
it has brought the store more attention than any amount 
of more expensive, formal advertising. 

This is the small table display of pottery set just 
inside the large, glassed front door each night, with 
ceiling spotlight gleaming down upon it. This display 
draws people from the sidewalk through the entry way 
lobby; seldom, during good weather, has the door been 
seen without one or two onlookers before it, during 
evening traffic periods. 

The table is regularly set with the colored dishes. 
Flatware and glassware for each place are also pro- 
vided. The table cloth is white; a name plate in the 
middle of the table gives the pottery line name, and 
another smaller name plate at one side identifies, the 
silverware. 

The display is changed every other night. But the 
element that gives life to the display is table flowers, 
fresh as needed. These are cut from the garden of Mrs. 
Alonzo S. Thomas, who is in charge of sales in this 
department. 

“There is hardly a woman who isn’t attracted by 
flowers,” Mrs. Thomas says. “They stop to see if they 
are real, then they stay to examine the pottery.” The 
very fact that fresh flowers are being used puts an ele- 
ment of “‘newness’”’ into a display that gives the fresh 
iy pression. 

The table is small enough so that it can be moved into 





Night Display of Gifts 
Just Inside the Door 
Upped Sates 50 P.C. 


by DWIGHT ABBOTT 


position with ease, each evening, as the store is closed. 
During the day, it is swung round before the dramatic 
little pottery department in the front of the store, where 
it continues to appeal throughout the day. 

“The table has sold a tremendous amount of pottery 
for us, without a doubt,” Mrs. Thomas reported. “We 
have inquiries, weeks after a display, from women ask- 
ing to see ‘the blue and ivory set’ shown on the table 
a short time before.” 

The light-blue-trimmed department, to the left of the’ 
door on entering, cannot be missed in its small, front 
location, directly behind show windows. Set back into 
the wall, lights bring out color values of the merchan- 
dise on the shelves, excellently. Flowers, in small vases 
in one or two places on the shelves, also do their share. 

Two other tables are used in this front department 
for permanent displays, frequently changed, and for con- 
venience of customers, wishing merchandise brought 
down off the shelves, for better examination. Inci- 
dentally, white table cloths are preferred for all tables: 
it is found that colored table cloths simply do not sell 
the merchandise on them—even white china. 

But for the serious pottery buyer—and this business 
has a good many “collectors” —the front unit is only a 
starter. Large stocks are kept on shelves in the store 
room at the back, and here a large table, with white oil- 


cloth cover and chair, enables the customer to study 
(Please turn to page 117) 
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MODERN CAMERA ART AT YOUR SERVICE 


Sales Portfolios in black and white or color 


A Studio replete in equipment providing room 
or nook for every occasion 


A personnel experienced, resourceful, creative 
In studio or on Location - Always prepared 


Advertising Ilustrations 


Complete service to Engravers and Printers for 
catalog illustrations 

Quantity Prints, Enlargements 

Advertising Display Cards, Flashers, Cut-outs 


67-69 IRVING PLACE 


STADLER PHOTOGRAPHING rr, Ine. NEW YORK 


—_ 
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SALES ZOOMED WHEN GIFTWARES WERE SEGREGATED 


N the belief that in proper segregation and correct 

atmospheric treatment lie the secrets of successful 
gift merchandising, the Kenmark Jewelers, Denver, re- 
cently moved to larger quarters to permit the establish- 
ment of a gift department separate from the rest of the 
store. Within a few weeks, gift sales have increased to 
an all-time high. 

Located for a number of years in the same block with 
a hotel, the Kenmark store gradually added an increas- 
ingly popular line of gift merchandise. This stock im- 
mediately came into heavy demand among the tourists. 
But the management wasn’t satisfied with the tourist 
trade alone. Proprietors Al Rubin and Sam Simon 
wanted to also build up the local trade. They started 
out by segregating their gifts as far as was possible in 
the old store and by suggesting gifts to their regular cus- 
tomers. 

This year when a corner location in the same block 
became available—the corner of 17th and Welton Sts.— 
they decided to expand to permit the installation of a 
complete, properly segregated gift department. The new 
department has brought a steady increase in gift trade 
from both tourists and local customers. 

Located on a 15 ft. x 15 ft. balcony, with a stockroom 
and office adjoining, the department is large enough to 
permit a complete display of all types of gift merchan- 
dise. Situated off the main floor, it doesn’t interfere 
with the regular jewelry business and provides gift cus- 
tomers with the privacy they so much appreciate. Here, 
they can take their time and browse around. Six com- 
fortable chairs and plenty of ash trays are provided so 
that customers who want to be waited on rather than 
look for themselves can be served in perfect comfort. 

Although the floor space actually is not large, the 
management has provided adequate display for a 
quantity of merchandise and room for as many as 20 
people in the shop at one time without overcrowding. 
Most of the merchandise is shown around the walls so 
that the center space can be left fairly free for traffic. 
Part of the time, a small center display table is used on 
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Browsers Are Buyers 


In this Gift Baleony 


by LUCIUS S. FLINT 


the floor. Other than this there are no center obstruc- 
tions to traffic. 

The low table extending the full length of the back 
wall is placed right against the wall so that every inch 
of space can be used to good advantage in a well-knit, 
harmonius display. This section is given over primarily 
to Mexican and Indian goods. Along one side wall 
—not visible in the picture—is an attractive showing of 
Indian vests and jackets. A few samples from this line 
are placed in the back wall display. 

In one corner is a specially constructed display fix- 
ture for Colorado alabaster. Since it has been difficult 
to get Italian alabaster, great stress is being laid on this 
domestic product. The fixture used was specially de- 
signed for this one class of merchandise. 

The wall case on the other side of the room is devoted 
to mocassins and other Indian items. Additional smaller 
tables at the front of the shop provide effective display 
for all kinds of smaller gifts. 

Commenting on the class of merchandise carried, Mr. 
Rubin says: “I believe stores in any locality serving 
tourist trade would do well to keep in mind the souvenir 
idea. However, we didn’t stop here because we're also 
after the local trade. A well-balanced line is necessary 
to meet the requirements of all classes of the jeweler’s 
trade.” 

In order to keep the upstairs gift department in the 
public eye, the store resorts to window displays and 
“teaser” displays on the main floor, as well as advertis- 
ing in a guide publication distributed by the hotels and 
in the program of a theatre. Gifts and novelties are 
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constantly shown in one window in conjunction with a 
line of regular jewelry. The other window is devoted 
entirely to watches and diamonds. 

While we carry a display on the main floor to stimulate 
interest in the gift line, we feel that the gift line should 
be kept separate from the regular jewelry line just as 
far as possible,” says Mr. Rubin. “They’re logically two 
different types of business. When you try to carry both 
in the same department you get into complications on 
each one. 

“The gift buyer doesn’t feel free to browse around 
except in a special gift shop—and that ‘browsing’ is 
what produces some of the largest gift sales. On the 
other hand, the person coming in to buy a diamond or 
watch isn’t likely to be well impressed if the store proper 
is filled with Indian blankets and baskets. But by prop- 
erly separating the two departments, we can properly 
serve both classes of trade.” 


GIFT SALES UPPED 50 PER CENT 
(From page 114) 


merchandise at ease, as it is brought down off shelves. 

Here are other observations which Mrs. Thomas be- 
lieves indicate successful merchandising of pottery: 

1. Most of the selling in this unit is done by women 
salespeople, though men are perfectly eligible, and sell 
regularly in it during holiday rushes. “A man simply 
doesn’t know what different pieces are for. The sales- 
man, before he knows it, is telling the customer, ‘this is 
a beautiful piece, though I don’t exactly know what it is 
used for’—and the customer’s confidence is gone,” Mrs. 
Thomas explained. 

2. Men customers, on the other hand, can be made 
heavy buyers. “The color attracts them. We have any 
number of men who buy up a set, one piece at a time, 
at regular intervals. Men seldom did this with china.” 

3. Budget sets, small sales in the beginning, are good 
profit builders. This store has a “service” for one that 
can be built up to eight. “It is an excellent department 
for building the additional sale; it also brings in a cer- 
tain replacement business.” 

4. “Never a window without pottery somewhere in it” 
keeps the line constantly before the public. The front 
position unit, kept well lighted during the day, too, can 
be seen from the street above window background; it 
draws traffic well for this reason, alone. 

5. Pottery has been well advertised by circulars, about 
twice a year, 19,000 being sent out at a time. This 
method is used instead of the store’s regular catalog, 
which is sent out on other merchandise, in view of the 
shipment problem. Circulars confine promotion to the 
immediate trade territory. 





MODERN WATCH ATTACHMENTS 
(From page 112) 


ture but also be alert to profit by experiences or lessons 
of the past. 

The history of wrist watch attachments is too lengthy 
to permit covering all details, but to emphasize the 
cumulative value of their repeatedly created sales due 
to successive basic style changes, consider the accom- 
panying illustrated sequence of these changes since the 
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NOT SO EASY 
to GETAWAY 


when you bait for 
sure sales with 






2; 
—Y 


o> 
Pd wad 
22. 
= "nana - 
arr 
Customers who "'can't find what they 
like,"’ at the price they want to pay, 
are instantly attracted by this popular 
relish dish. Because of Sterling-on- 
Crystal you save a sale, and make an 
extra profit. 










Sterlin 


ON CRYSTAL: 
NON -TARNISH 








Bait for Extra Profit 


Fewer customers shopping around, and 
more customers giving you orders — 
that’s what Sterling-on-Crystal does for 
you. It fills an important merchandis- 
ing gap. Sterling-on-Crystal satisfies a 
desire for elegance, yet retails within 
a popular price range. 


Non-Tarnish 


By covering the silver with rhodium, 
the Silver City Glass Company has 
given enduring beauty to Sterling-on- 
Crystal. Customers who start a collec- 
tion with the always popular relish 
dish shown above, always come back 
for more and more pieces. Plan today 
to land the extra sales this relish dish 
will bring you. Simply send your in- 
quiry to 


The SILVER CITY GLASS CO., Ine. 


aaa Meriden, Conn. 
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Outstanding in value and HAND 
kK 
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beauty, the size makes this <4; w:) 

tray extremely useful. Of Ge, %, 
hand forged aluminum, % WES 
measuring 21” overall, this %, Regs 
item stands out prominently “Asp en 

for its remarkable sales ap- Mas 

peal to customers who ap- this tabel, your. guarantee ‘of 


preciate really fine things.  “**mamsnlp and auatity. 


EVERLAST METAL PRODUCTS 


New York City 


Represented by 


JANIS-TARTER, GREEMAN & NAJEEB, INC. 
225 FIFTH AVENUE NEW YORK CITY 

















Spode mayrLower 


The steady demand from your cus- 
tomers makes Spode easier to sell. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 
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days when a watch ribbon was the vogue for women, 

Note how often in the past dealers have been able to 
sell one style band after the other—to the same cus- 
tomer—for the same watch. 

Nothing has or will happen to prevent a continuance 
of these pyramided sales unless it be the manufacturers’ 
failure to introduce really new styles at sane intervals 
and the retailers’ failure to sense when an important 
style change is at hand. Retailers should be alert to 
enthusiastically feature “the new’’ to replace “the old,” 
even if the old attachment is still good except for style. 

For example, the so-called “convertible” style wrist 
watch which preceded watches with ribbon lugs. “Con- 
vertible” cases were introduced in 1912 and their pro- 
duction was discontinued about 1917, yet so many of 
these cases have continued in use that practically’ every 
popular new style band (including even the silk cord) 
made since 1912 has been made with “convertible ends” 
to meet a definite and sizeable demand. 

The wearers of these discontinued ‘‘convertible” 
wrist watches have repeatedly adopted every popular 
new style wrist watch attachment. Even in 1939 (22 
years after the manufacture of “convertible” watch 
cases was discontinued) watch bracelets with “con- 
vertible ends” are still demanded in a few sections of 
the country. 

The dates of introduction and duration of respective 
styles, shown in the accompanying illustrated sequence 
of basic style changes in wrist watch attachments, are 
approximate, but the sequence is correct. Note the 
shorter intervals between style changes before 1930, as 
compared to the fact that the open link and chain styles 
prevailed almost without interruption until 1938. 


GLASS BLOWING REVIVED IN NEW BEDFORD 


The old industry of glass blowing has been revived 
by the Pairpoint Corporation of New Bedford, Mass., 
which had manufactured fine glassware for many years 
but went out of business about two years ago. 

New owners have acquired the property, assembled 
a staff of skilled glass artisans and are turning out a 
line of high quality cut and engraved stemware, table- 
ware, and glass parts for use with sterling silver in 
toilet sets, vases, bowls, etc. 

With importation of much European glassware, such 
as that formerly coming from Czechoslovakia no longer 
available, the re-entry into the field of an American 
producer of fine glass is important news to the jewelry 
trade. 

Joseph T. Timperley, Jr., is in charge of the manu- 
facture of silversmiths’ articles and specialties, and 
Robert M. Gunderson is general works manager. 


SHOW GLASS ON TABLES 


For many years a noted firm dealing in china and 
glassware of the highest quality have in the past always 
kept their glass tableware on shelves. Suspecting that 
customers hesitated to reach for the glassware because 
of the possibility of breakage, they now have brought 
their glassware down on tables. 

The result has been not only increased interest in 
the glassware but has improved the sales of those items 
that had formerly been on the shelves. And the break- 
age has not increased to any extent. 
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450 LINES AT BI-CITY GIFT SHOW 


PHILADELPH1A—Combined for the first time because 
of the New York World’s Fair, a joint Philadelphia- 
New York Gift Show was held in the Benjamin Frank- 
lin Hotel in this city Aug. 21 to 25. 

Five complete floors of the hotel were given over to 
the display, voted one of the best to be held in the East 
in recent years. More than 450 lines from leading 
producers and importers were on exhibition. Hundreds 
of manufacturers were represented, gifts for 1939-40 
showing many new American and foreign inspirations. 

While an accurate count of visiting buyers entertained 
at the five-day exposition was not available, officials 
said it undoubtedly topped any show held in the last 
several years. 

Not only did the combined Philadelphia-New York 
feature help stimulate attendance but the impetus given 
to travel by the World’s Fair in New York assisted, 
officials of George F. Little, Management, Inc., director 
of the show, said. 

The New York show was moved here after directors 
early last spring found themselves unable to complete 
satisfactory arrangements for the usual New York hotel 
space. Managements of the latter, it was explained, 
anticipated being unable to care for the New York gift 
show because of expected fair crowds in August. The 
social side of the program was featured by a supper- 


18 GET H. |. A. CERTIFICATES 


WasHINGTon—At a recent meeting of the examining 
board of the Horological Institute of America certifi- 
cates were granted to the following watchmakers: 

Certified Watchmakers 


Name Address 


Employed by 
Harry Bergensten New York, N. Y. f 


Tomio Goda Hilo, Hawaii J. Morimoto Jewelry 
Store 
Conrad Heegn Hammond, Ind. Self 


Herman H. Seff Elgin, Il. Student at Elgin Watch- 
makers College 
J. Herbert Hall Co. 


Hamilton Watch Co. 


Clyde F. Stevenson 
David H. Stoner 


Pasadena, Calif. 
Millersville, Pa. 


Junior Watchmakers 


Thomas B. Adkins Peoria, Ill. Student at Bradley Inst. 


William R. Clark Florence, Colo. J. P. Kelley 

C. W. Costello, Jr. Peoria, Il. Student at Bradley Inst. 
Donald B. DeCair Peoria, Il. Student at Bradley Inst. 
George André Dehullu Peoria, Ill. Student at Bradley Inst. 
William B. Dougherty Peoria, II). Student at Bradley Inst. 
Don J. Etzbach Elgin, Ill. Student at Elgin College 
J. L. King, Jr Elgin, Ill. Student at Elgin College 
T. M. Lyon Fort Smith, Ark. T. H. Lyon 


Arnold M. Montgomery Elgin, Il. 
Walter S. Morris Lancaster, Pa. 


Robert R. Smith 


Student at Elgin College 

Student at Bowman 
Technical School 

Student at Hamilton 
Watch Co. 


Easton, Pa. 


FULPER OFFERS NEW DINNERWARE 


A new line of hand-painted dinnerware was shown 
last month by Fulper Pottery Co., New York. It marks 
a distinct departure from the type of work this old firm 
has ever done. With new designers and decor operaters 
from abroad, the new dinnerware has an Italian flavor 





modified to suit American tastes. There are five decora- 

mee tions on the old plain shape of Fulper, to which a new 
A new booklet on “How to Sell Syracuse China” is high coffee cup has been added, and three on fluted 
being issued by the Onondaga Pottery Co. shape. 


DON’T MISS THIS PROFIT 
ITEM THIS FALL ee e 
40 Million Sales Messages in: 


SAT. EVE. POST, ESQUIRE, LIBERTY, 
LOOK, N. Y. TIMES and others 


@ The strongest advertising campaign ever 


dance Aug. 24. 
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put behind a pocket knife will support the SAFETY FEATURES 


Christy Sport Knife this Fall. 


Pre-tested advertisements in | 

Iendling uational magaelion @ Get your share of the business by giving 
prominent display on your counter. Stand- 
ard $1 model shown costs $7.20 doz., retails 
at $1. Full 40% profit. Order from your 


wholesaler or direct TODAY. 


will send customers into your 
stores asking for 


this useful pocket 
knife. 











1 . e CK-9 
ae 1 The Christy Co., Freemont, Ohio 
: WS eae es doz. Christy Sport Knives at $7.20 per dozen, 
Display card furnished FREE § —F.0.B. Fremont, Ohio. (We prepay shipping charges on 
with order for %4 doz. or . orders for 3 doz. or more.) 
more Standard model knives. : 
(Each knife comes in gift 4 Terre rrerrT Teer er re rere Tr eC rr Te ee ee 
. 
om.) ee ee ee en 
THE JEWELERS’ CIRCULAR-KEYSTONE a a . ~ 419 = re iio ‘ na 


for September, 1939 























The Smartest and Most 
Practical Smoker's 
Accessory 








Sold the 
World over 


Opens with a touch 
of the thumb 


HOLD-A-PAK Supreme 


The modern cigarette case, filling a long- , 
felt need. Eliminates crushed lol Retails 
Loose tobacco remains in case and does f $ 
not sift over pocket. For men and women, or t 
in a variety of rich, enamel colors. Golden 

Bronze satin hand finish. 


HOLD-A-PAK ASH TRAY COMBINATION. Bronze finish 
Ash Tray base plus Hold-A-Pak Supreme. Retails for $1.95 


HOLD-A-PAK ASHTRAY COMBINATION, same as 
above, but with plain golden finish regular Hold-A-Pak 
cigarette case, retails for ...............ece eee ee $1.00 


Ask your wholesaler tor prices or write 


WALTER HOWARD WEBER 
551 Fifth Avenue New York, N. Y. 
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YOU CAN'T SAY THAT 
(From page 95) 


Free 


The common meaning of the word “Free” is “without cost 
or obligation,” or “gratuitous,” i.e., given without recompense 
or payment. ‘Therefore, the word “Free” may have the ca- 
pacity to mislead when used in any other sense. 

Within the meaning of the Federal Trade Commission Act, 
in reference to unfair competition, the lawfulness of an offer 
of “Free” goods in connection with a merchandising plan de- 
pends upon the terms of the offer and the underlying and 
surrounding facts. The Commission has expressed its opinion 
that obscuring or minimizing the conditions or terms of the 
offer may be deceptive, and that any offer of “free” goods 
should clearly and conspicuously state the terms and condi- 
tions of the offer at its very inception in order for there to 
be an assurance that no deception is involved. 

The F. T. C. has indicated (Docket No. 3210) that it would 
be unfair competition to apply the term “Free” to an article 
or service if the cost of same is covered, in whole or in part, 
in the price required to be paid in the transaction or by in- 
creasing the ordinary and customary price of something else 
required to be purchased; or by substitution of an inferior 
article or service for that ordinarily sold at the designated 
price involved in the transaction; or by fictitious price mark- 
ing of the article sold; or if the “Free” article or service is 
dependent upon lottery or chance; or if the offer has the 
tendency or capacity to mislead or deceive purchasers, pros- 
pective purchasers, or the consuming public. 

From the viewpoint of accuracy and consumer good-will, 
advertisers would avoid abuse of the word “Free” by using 
it only when the article or service so described is given with- 
out cost or obligation, free of any purchase, or contract to 
buy, or performance of service, and without any other quali- 
fication or restriction. In many cities, local advertisers have 
agreed not to use the word “Free” at all, or only according 
to this paragraph, and such rules have been beneficial. 

Where the obtaining of one article or service is dependent 
upon the purchase of another article or service (at no more 
than its regular price) but is given without additional charge, 
it is recommended to retail advertisers that the phrases “Jn- 
cluded With” or “Given With” be used, e.g., “Chair included 
with $100 bedroom suite.” (The terms “Give” or “Given,” 
without qualification as suggested, are not recommended as 
substitutes for “F'ree.’’) 


GIFT 

A word used in several senses. When used in advertising 
of merchandise it conveys the impression that the article so 
described is a donation or a present. If the “Gift” is de- 
pendent upon the purchase of something else or is conditioned 
upon the recipient performing some stated condition, such 
qualification should be prominently stated and featured with 
or adjacent to the word “Gift” provided that the cost of the 
“Gift” is not included in or added to the price paid for the 
other article, and provided that the price paid for the other 
article is no more than its regular price. 


LOTTERIES 

A lottery is any scheme for the disposal or distribution of 
money, property, or anything of value, by chance among per- 
sons who have given or agreed to give any consideration for 
the chance of obtaining such property. Lotteries are illegal. 
There are three essential elements to a lottery, prize, chance, 
and consideration. 

Prize: The prize may be cash, merchandise, or anything of 
value given to the winner. 

* Chance; Chance has been defined as the absence of any 
means of calculating or controlling results by the participants. 

Consideration; Consideration is the money or anything of 
worth which is expended by the participants for the entry, 
regardless of whether or not face value is given in exchange. 
“Consideration” does not necessarily mean expenditure of 
money for the purchase of a ticket or merchandise, etc. The 
mere requirement for a person to visit a store, for example, 
may be sufficient to constitute consideration. 


CONTEST ADVERTISING 

If contests are used in advertising they should comply with 
local and federal regulations. They should be based upon 
skill, not upon the elements of lottery or chance. All facts 
and terms and rules of the contest should be clearly stated; 
winners should be announced; prices should be bona fide. Ex- 
aggerated claims and representations should be avoided. Con- 
tests should not be devised so as to exploit children or others 
lacking the capacity to evaluate and understand the full na- 
ture, purpose, and terms thereof. 
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Superlatives and Exaggerated Statements 


Superlative and exaggerated statements should not be made. 
Advertisers who adopt a policy of having proof for each 
statement before publication will avoid such confidence-destroy- 
ing statements. Such statements as “The Greatest Sale In 
America,” “Best Value In Town,” “Undisputed Leadership,” 
“Unmatchable Values” are not only confidence-destroying, but 
are regarded as attacks on competition which often result in 
equally or more ridiculous claims by those competitors who 
feel they must meet the attack. This method of advertising 
falls in the group of predatory practices in advertising which 
should be abolished. 


SUBSTANDARDS, SECONDS, ETC. 


Unless stated otherwise advertised merchandise is assumed 
to be first quality merchandise. Seconds, demonstrators, re- 
built, used merchandise, etc., should be clearly described as 
such 


USED, SECOND-HAND, ETC. 


Used, second-hand, bring-back, or repossessed merchandise 
should be clearly and prominently described as such. When 
new and used merchandise is included in the same advertise- 
ment, the used merchandise should be listed separately or each 
used item should be specifically described as such; and the 
heading should clearly indicate that new and used merchan- 
dise is included. 

Used, second-hand, repossessed, etc., mechanical devices 
should be in operating condition. The word “repossessed” 
should not be used to describe or disguise old, dilapidated mer- 
chandise. (See also F. T. C. 01083.) 


REBUILT, RECONDITIONED 


The term “Rebuilt” or “Reconditioned” should be used only 
when the article has in fact been “rebuilt” or “reconditioned.” 
“Rebuilt,” “Reconditioned,” or “Altered” merchandise, or mer- 
chandise made of used parts should be specifically described 
as such. If any change has been made in any essential part 
of the product, statements accurately describing such changes 
should also be made. 

“Factory Rebuilt” should designate machines rebuilt in the 
factory of the original manufacturer. 


N. A. C. J. CONVENTION 
(From page 59) 
The Parker Pen Co. 
Henry Paulson & Co. Spies Brothers 
Prince Gardner Stein-Ellbogen Co. 
R Louis Stern Co. 


: ; Stetson China Co. 
4 4 .. Corp. Swank Products, Inc. 


: Swartchild & Co. 
Remington Rand, Inc. Swift & Anderson, Ine. 
Rem-Rand, Inc. 

Re-New Sweeper Co. T 
Simeon L. & George Rogers 
William A. Rogers, Ltd. 

The Charles Rothman Co. U 
Herman S. Rubin 


Spelrein Luggage Corp. 


Turow & Feldman 
Universal Camera Corp. 
s Universal Trunk Co., Inc. 


Sammartino Brothers Co. Ww 

Paul H. Samuels, Inc. Wahl Eversharp Co. 

A. Sauer & Co. Waltham Watch Co. 

J. J. Schmukler & Son Warner Jewelry Case Co. 
Sessions Clock Co. Waite Evans Mfg. Co. 
W. A. Sheaffer Pen Co. The Wiesen-Hart Press 
M. H. Shiman & Co., Inc. J. J. White Mfg. Co. 

R. F. Simmons Co. Wolfsheim & Sachs, Inc. 
Simons-Michelson Co. 

Spear & Sussking Z 

J. R. Speigel Zenith Radio Corp. 


CAMBRIDGE BUYS OHIO GLASS CO. 


The Cambridge Glass Co. has purchased the con- 
trolling interests in the Ohio Glass Co. from Arthur 
J. Bennet, who has been president for the past 35 
years. Mr. Orme, vice-president of the Cambridge Glass 
Co.. will act as general manager. 


Large alluvial diamonds reported found in South 
Africa during the last several weeks include a 75-carat 
stone and a 50-carat stone at the Old Pniel diggings, and 
a 51-carat stone at the Gong Gong breakwater. 
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JEWELERS WHO HAVE HANDLED OUR 


Blue Porcelain 
Cameoware 


have not only found it profitable, but have 
attracted many new customers, they would 
not have obtained otherwise. 





This beautiful tea and coffee set shown in a jeweler's window, 
will attract many customers, and the profit is indeed hand- 
some. 


We have in blue porcelain cameoware all kinds of pottery, 
vases, jewelry and powder boxes, cigarette cases, ashtrays, 
plaques, etc., etc., running from $2.25 to $150.00 per doz. 


Completely illustrated price lists mailed on application 


Leo Kaul Importing Agency 


115-119 C South Market St., Chicago 

















IT’S TIME TO MAKE 
YOUR PLANS FOR FALL! 


If a salesman were to visit your shop with a new 
line of merchandise which had proven a money 
maker for many other jewelers, you wouldn’t hesi- 
tate—you'd buy it right away! 


More and more jewelers every day are finding the 
gemological courses a constant source of valuable 
information and sure-fire selling tools which are 
increasing their businesses every month in the 


year. 


Plan now to begin study of these courses this fall, 
and cash in on the profits which are being realized 
by your fellow jewelers throughout the United 
States and Canada. 


For details, write to the 


AMERICAN GEM SOCIETY 


541 South Alexandria, Los Angeles, Calif. 





121 








Do You Believe in Fair Play? 


The fellow who plays fair doesn’t try to get something for nothing. He’s always 
ready to do his part and to do his share. 





The point of all which is just this: 


The work of the Jewelry Industry Publicity Board is creating business for you— 
it is influencing fashion toward the wearing of more and better jewelry— it is keep- 
ing jewelry and jewelers’ goods constantly before the public in hundreds of ways 
and places—it is helping jewelry to meet the competition of the automobile, the 
radio, and the travel bureau in the fight between industries for the consumer’s 


dollar. 


It is doing for you a job that you couldn’t possibly do for yourself, and all that 
you are asked to do is to chip in just a few dollars to help carry on this job from 
which you are benefitting. 


The people whose names appear below have done so. If your name isn’t on the 
list, it ought to be. Send your check today to the Jewelry Industry Publicity Board, 
366 Fifth Ave., New York. 


These are the people who have contributed to the Publicity Fund up to August 20, 1939 
RETAIL JEWELER CONTRIBUTORS 





CANADA 
Toronto 
Johnson, J. W., Ltd. 


LASKA 
Ketchikan 
Pruell's Gift Shop 


LABAMA 
Birmingham 
Bromberg & Co. 
Mobile 
ae. sane G. 
Montg 
Elebash , a Co. 


ARIZONA 


Arizona R. J. Assn. 
Daniels Jewelry Co. 
Funk Jewelry Co. 
Rogers Jewelry Co. 
Rosenzweig, I., & Sons 
Seigley, Frank 
White & Wesley 

Son 


ue 
Daniels — Co. 
Goldber. 


CALIFORNIA 
Beverly Hills 
Gergshorn & Co., Inc. 


E. W. Cosgrove & Co. 
Compton 

Finley. George R. 
Covina 

——, Bros. 


Nielsen, Niel 
Grass Valley 
Hartung’s 
Huntington rm? 
Dayton, C. 
Les ie 
Brock & Co. 
Hamm, C. A. 
Slavick Jly. Co. 
Long Beach 
Boyson Jewelry Co. 
Lewis, C. C., Jly. Co. 
lywood 


Hall, J. Herbert, Co. 
Co. 


Meyer Jewelry Co. 


COLORADO 
Denver 


Bohm-Allen Jly. ©. 
Syman Bros. Jly. Co. 
Grand Junetion 
Garing Bros. 


CONNECTICUT 
Hartford 
Kohn. Henry, & Son 


s, 
Stevens, The Philip, Co. 


New Britain 
Witt. M. 

New Haven 

Durant’s 


DELAWARE 
Wilmington 
Collins, H. R. 
Montgomery, Jos. T. 


DIST. OF COLUMBIA 
Washington 

Hermann, ‘hates 7. 
Kahn, A., Inc. 


FLORIDA 
Florida R. J. Assn. 


GEORGIA 
Atlanta 
Bennett, Claude S. 
Boone, John W. 
Holzman’s, Ince. 
Maier & Berkele, Inc. 
Schneider & Son 
Augusta 


Schweigert, Wm., & Co, 


Columbus 
Elebash Jly. Co., Inc. 


AHO 
Lewiston 
Marion L. 


Haines, 

ILLINOIS 
Alton 
Berger, Henry L. 
Brandenberger, Louis 
Gouldings, E. H., Sons 
Hudson, L. 
Belleville 
Knapp Jly. Co. 
Chicago 
Cole & Young Co. 
Lambrecht, Wm. & Son 
Spaulding-Gorham 
Chicago Heights 
Yaseen, Harry 
E. St. Louis 
Zerweck Jly. Co. 
Evanston 


Lindquist, Carl E. 


INDIANA 
Ft. Wayne 
Koerber, Robert, Inc. 


10WA 
Ames 


Tallman, L. C. 

Cedar Rapids 

Boyson Jly. Co., Inc. 

Prastka, Louis A. 
port 


Kirkberg, H. C. 


Marshalltown 
Hoffman Jly. Co 
Sioux City 

Thorpe & Co. 
Sumner 

Robinson, F. Ray 
Vinton 

Bills, J. A., & Son 


KANSAS 

Fort Scott 
Prager, D., & Sons 
Junction City 
Glick, W. G. 
Kansas City 
Helsberg’s Diamond 

Shop 
Topeka 
Wolf’s Jewelers 


LOUISIANA 
Baton Rouge 
Rider Jewelry Co. 
New Orleans 
Adler, Coleman E, & 

Sons 

Hausmann, Inc. 
White Bros. Co. 


AINE 
Brunswick 
Francis, Stanton N. 


‘0 
Merrill, J. A., & Co. 
Springer, Geo. T., Co. 
Saco 

Twambley, Mrs. Inez 
Skowhegan 

Eno, L. J. 

Waterville . 

Fortin, Dieudonne 


MARYLAND 
Baltimore 
Armiger, James R., “ 


Sturmer, E. D. 
Oakland 
Shaffer, L. B. 


MASSACHUSETTS 
Boston 


Hodgson, Kennard, & Co. 


Long, Thomas, Co. 
Shreve, Crump & Low 
Smith Patterson — 
Stowell, A., & C 
Trefry & Partridge 
Widmer, Frederick T. 
Fall River 

Almy, Alvert B. 


Fitchburg 

Nathan, S. M., Inc 
Framingham 
Robertson, David A 
Gt. Barrington 


Peterson’s, Inc. 


New Bedford 
Olympia Jewelry Co. 


MICHIGAN 

Charlotte 

Young Elmo D. 
Detroit 
Retail Jewelers Research 

Group 

Warren, Chas. Ww. Sa 
Wright, Kay & © 

Flint 

Wethered, Rice & Co. 
Mt. Clemens 
Green, M. L., & Son 


MINNESOTA 
Duluth 
Bagley & Co., Inc. 
Hibbing 
yeary JI¥. Co. 
Minneapolis 
Hudson, J. B., Co. 
Jacobs, S., Co. 


MISSISSIPPI 
Jackson 
Le Grand Jly. Co. 


MISSOURI 
Jefferson City 
Dallmeyer, Phil A. 
Porth’s Jly. Store 
Joplin 
Butterfield, H. G. 
Kansas City 
Diamant, A., Jly. Co. 
Emery, Bird, Thayer Co. 
Goldman Jly. Co. 
Gray Jewelry Pal 
Jaccard Jly. Corp. 
Mace’s, Inc. 

Missouri R. J. Assn. 
Helzberg’s Diamond 


Shop 
Robinson, A., Jly. Co. 


Ross-Beck Co. 
Mexico 

Pilcher Jly. Co. 
St. Louis 
Blust’s 

Don Jl 


y. 
Drakraus SS. Mfg. Co. 
Drosten Jly. Co. 

Heffern-Neuhoff Jly. Co. 
— & Culbertson Jly. 


Koke, od A., Jly. & 
Opt. 


Kroner’ \ “Jewelry Store 

Mermod, Jaccard, King 
Jly. Co. 

Nickl & Sons Jly. Co. 

Selle Jewelry Co. 

Smith Jewelry Co. 

Wehmueller-Hamilton 
dirs. 

Trenton 

Pennell, W. E., Jly. Co. 


MONTANA 
Billings 
Koppe Jly. Co. 
Moore, Ray S. 
Great Falls 
Steller, Carl E. 


NEBRASKA 
Grand Island 
Mayer, August, & Sons 
Hastings 
Bruce’s Jly. Store 
Omaha 


Brown, C. B., Co. 
Combs, T. L., & Sons 


NEVADA 
Reno 
Herz, R., Bro., Inc. 


NEW HAMPSHIRE 
Colebrook 
Vancore, Fred G. 


Stuart, ay W., oe 


Dover 

McClintock, E. R. 
Epping 

N. H. Ret. Jlrs. Assn. 
Hanover 

Coburn’s 

Laconia 

Rennie & Kassner 
Nashua 

de Montigny & Co., Inc 
Portsmouth 

Duncan, A. 
Woodsville 

McAllister, S. F. 


NEW JERSEY 
Gaur Park 

Vogue Jlrs. Inc. 
Atilantio City 
Schoppy, Wm. 

. Orange 
Black, Starr & Frost- 
Gorham, Inc. 
Montelair 


ewark 

Wiss Sons, Inc. 
Passaic 

Bush & Walsh 
Red Bank 
=, 8 


N. ° W Retail Jirs. Assn. 


Weber, Betrond A. 
Trenton 

Croasdale & Engelhart 
Union Ci 

Reichel, A. C. 

West New 


ork 
Joseph's Sly. Store 
Rad, L. J. 


NEW MEXICO 
Albuquerque 
Fogg Jewelry 
Mindlin, Frank, Co. 
Carisbad 
McCoy’s Jewelry 
Clovis 
May Bros. Jly. Co. 
Las Vegas 


Kapelke & Kaufman 
oswe! 
Huff’s Jly. Store 


Santa Fe ; 

Spitz, 8., Jly. & Gift 
Shop 

Silver City 

Gantz, Paul R. 


NEW YORK 


Albany 

Marsten & Seaman 
Binghamten 
Darrow-Davis, Inc 
Brooklyn 

Peters, M. G., & Bros. 
Buffalo " 
Hammond, Harlow K. 


Bosshart & Morphy 
Gloversville 

Norton, A. D., 

isn se dy Ag 
McEachron 

Ithaca 

Heggie, R. A., & Bro 
Jackson Heights 
Benton, Glen 
Kingston 

Safford & Scudder 
Newburgh 

Newburgh R. J. Assn. 
New AL ed 


Biack, Starr . Frost - 
Gorham, Inc. 

Cartier, Inc. 

Frisch, Edmond F. 

Kohn, Teo., & Sons, Inc. 

Lambert Bros., Inc 

Marcus & Co. 

Perry, Warren D., Inc. 

Tiffany & Co. 

Udall & Ballou 

Niagara Falls 

Elbe, Max H. 

Oneon 


a 
Brigham, Russell FE. 
Poughkeepsie 
W: 


Rochester 

Coster, Charles I’ 

Forsythe, Clifton I’ 

Greene, Spencer W. & 
Son 

Hershberg’s 

Jackson, Wm. H 

Klee & Groh 

Marks & Abramson 

N. Y. State R. J. Assn. 

Scheer, E. J., Inc. 

Schaefer, Geo. Co. 

Sunderlin Co. 

Thurston Jewelry Co. 

Torrey, Harry 8. 

Weisbuch, Inc. 

Weiss, S. Jly. Co., Inc 

Saranac Lake 

Pedroni, Henry 

Utica - 

Evans & Sons, Inc. 

Roedel, Frederic W. 

Sonne Bros., Inc. 

Wilcox, W. B., Co. 


NORTH CAROLINA 


Asheville 
Carpenter- Matthew 
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F. 
Frasier Co. 
City 


& Son 


‘s, Inc. 


Onitttcethe 

Henn & Henn 
Cincinnati 
Andrews, The, Loring Co. 
Herschede, Frank, Co. 
Mayor Jewelry . 
Schemel’s 

Von Unruh, Henry W. 
Cleveland 

Ball, Webb Co. 
Lewis, Harold M., Inc. 
Columbus 
Harrington Co., The 
Hohensteine, M. D. 


Findlay 
Thomas, Lester 
Parma 

Ritzi, W. A 
Toledo 


Armstrong, The, Watch & 
Diamond Co. 
Broer-Freeman Co. 


Wooster 
Shibley i Hudson 
Youngstow: 
Brenner, Repuene 


OKLAHOMA 


Cushing 
— N. C, 
Duncan 
Clayton, H. L. 


ENGLAND 
London 
De _ Beers, Consolidated 
Mines, 
= Corporation, 


CALIFORNIA 
San Francisco 
Pacific Goldsmith 


CONNECTICUT 
iden 


M 

Napier Co., Inc. 

Seymour 

Seymour Mfg. Co. 

Waterbury 

American Brass Co. 
GEORGIA 

Atlanta 


Ewing Bros., Inc. 
Southern Jeweler, The 


ILLINOIS 
Chicago 
Ball, The, Co. 
Buss-Linthicum- 
Thorson 
Hirsch, A., Co. 
Juergens & Anderson Co. 
+ ee Watch Co. 
Mead, . 
Millhening, ez. Inc. 
National Jeweler 
Son & Prins 
Stein & Ellbogen 


gin 
Elgin National Watch Co. 


INDIANA 
Indianapolis 
Baldwin-Miller, The, Co. 
Bardach & Gran 
Goodman & Co., Inc. 


KENTUCKY 
Louisville 
Gleeson Jly. Co. 


LOUISIANA 
New Orleans 
Hiller Jewelry Co. 


MAINE 
Portland 
Cross, Wm. M., Inc. 


MARYLAND 
| ema 
Engel, & Co., Inc. 
Kirk, a2 & Son 
Stieff, The, Co. 


MASSA 
pm ~ =. CHUSETTS 


American Metal Crafts 
Co 


ay Attleboro 
rs., Ine. 

Attleboro Refining Co. 
Balfour, L. G., Co., Inc. 
Bigney, S. 0., Co., Ine. 
Bliss Bros. Co. 

Doyle & Co. 

Finberg Mfg. o. Inc. 
Fisher, J. M., 

General Plate’ Co. 

Guyot Bros. Co., Inc. 
Hayward, Walter E., Co. 
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RETAIL JEWELER CONTRIBUTORS (Continued) 


Soteheme, City 

} sen a Ww. 
Clark, , Sly. Co. 
Hartwell” = Co. 
Sayr 


e 
Holmes, F. W. 


Weatherford 
Kelley, F. L. 
OREGON 
Oregon City 
Burmeister & Anderson 


Portland 
Dielschneider Bros. 
Gilroy, J. F. 
Heitkemper, F. A., Inc. 
Marx, Dan & Co. 
Koeber, Oscar 
Rogoway, Albert 

Roy & Molin 

Stone & Margulis 
Weisfield & Goldberg 
Zell Bros. Co. 
Toledo 

Miller Bros. 


PENNSYLVANIA 
Allentown 


Rogalsky, H. R. 
East Pittsburgh 
Jonas. Walter J. 


aston 

Bixler, A. B. 
Harrisburg 
Boas, C. Ross 
Hazleton 
Blumer’s 

Engle, Sylvester Co. 
Lancaster 

Appel & Weber 
Meadville 
Stone, Robert E 
Oil City 


i 
Dickinson’s Jly. Store 


Philadelphia 
=— Banks & Biddle 


Caldwell, J. rt & Co. 


Gibbons, Wm. — 
Kind, , & Sons 
Pittsburgh 


Gran, John C, 

Hardy & Hayes Co. 
Roberts, J. M. & Sons 
— W. W., & Sons 


Pottsville 
Green’s, Robt. C., Son 
Reading 

Diller, Wm. H. 
Seranton 

Rogers Jly. Co. 
Shenandoah 

Levit, 1 


Bayer, Frank C. 
Fluhrer, Wm. 


RHODE ISLAND 
Providence 
Foster, J. A., Co. 
Tilden-Thurber Corp. 


SOUTH CAROLINA 
Anderson 
Cochran Jly. Co. 
Charleston 
Adams & Ortman 


Hamilton’s, Ine. 
Lachicotte, Pr. B.. & Ca 


Sylvan Bros. 
nce 
Gall, Harry 

Sumter 


Fishel’s Jly. Store 
Folsom, J. B. 


SOUTH DAKOTA 


Rapid City 
Levinson, J. J 


TENNESSEE 
thatta 
Le Geant shy. Co. 
Franklin 
Breese, C. C. 
Johnson City 
Beckner’s 


TEXAS 


Beaumont 

Gem Jewelry Co. 
Bryan 

Park, Sanky 
Corpus Christi 
Turner Bros. 
Dallas 

Everts, Arthur A., Co. 
Texas R. J. Assn. 
Houston 

Houston Watch Co. 
Lubbock 

Anderson Bros. 
Overton 

Osborne, H. N. 
Port Arthur 

Gem Jly. Co. 

San Antonio 
MeNeel Jly. Co 
Shaw’s Jly. Co. 
Sequin 

Krezdorn, H., & Son 


Sherman 
Tappan, Melrose 
Victoria 

Barnes, Bill 
Waco 
Armstrong’s Jlrs. 
Wichita Falls 
Art Jewelry Co. 


VERMONT 
Bellows Falls 


boro . 
Vaughan & Burnett, Inc. 
Burlington 
Preston, F. J. & Sons 
VIRGINIA 
Charlottesville 
Keller & George 
Culpeper 
Jones, C. Roy 
East Radford 
Fisher, J. B. 
Gate City 
Counts, J. A., Son 
Lexington 
Hamric & Smith 
Lynchburg 
Bowen Jewelry Co. 
Buckingham & Flippin 
Newport News 
Barclay & Sons 
Petersburg 
Lauterbach, C. 
Roanoke 
Henebry & Son 
Moose & Bent 
Staunton 


n 
Lang, H. N., & Co. 
nesboro 


ay' 
Cloutier & Son 
Va. R. J. Assn. 
eae 
Guan Jewelers 
jerton 


Brem 
Nelson, Jorgen 


Glaser, O. C. 
Olympia 
Talcott Bros. 
Seattle 


F. Sons 


Benton Bros. 
Bridge, Ben 
Burnett Bros. 
Cohn, Gus 


MANUFACTURER AND WHOLESALER CONTRIBUTORS 


Horton-Angell Co., Inc. 
J. & L. Tool Co. 
Leach & Garner Co. 

. 8. Company 
Makepeace, D. E., & Co. 
Marathon Co. 
Morse-Andrews Co. 

P. & H., Ine. 
Richards. W. E., & Co 


Cc 
Standard Jly. Co. 
Swank Products, Inc. 
Sweet Mfg. Co. 
Union Plate & Wire Co. 
Watson, The, Co. 
Wells Mfg. €o. 
Attleboro Falls 
Mason Box ‘ 
Sturdy’s, J. F., Sons Co. 
Boston 
Albert’s, I., Sons 
De Young, J. & S. S. 
Norling & Bloom Co. 
Page, M. S., Co. 
Percival, D. C., & Co. 
Saxton, E. H., Co. 
No. Attleboro 
Barrows, H. F., Co. 
Blackinton, R., & Co. 
Cheever, Tweedy & Co. 
Evans Case Co. 
General Chain Co., Inc. 
Hudson, The, Co, Inc 
— & Cutlery’ Novelty 


Le Stage Mfg. Co. 
Lindroth, A. L., Co. 
Peterson, L. S., Co. 
Webster Co. 

White, The, Mfg. Co. 
Plainville 

Plainville Stock Co. 
Whiting & Davis, Inc. 


Ta. Pearl Works 
Waltha 
Waltham Watch Co. 


MICHIGAN 
Detroit 
Pudrith, E. H., Co. 
Traub Mfg. Co. 


MINNESOTA 
Albert Lea 
Northwestern Jlr. 
Minneapolis 
Clausin, 8S. H., & Co. 
Kirchner & Renich 
Ostbye & Anderson 


MISSOURI 
Kansas City 
=". Ludwig, Fuller 


0. 

Kiger, C. A., Co., Ine. 
Meyer Jly. Co. 
Mid-Continent Jeweler 
Woodstock-Hoeffer Jly. 
St. Louis 

Burke, James J., Co. 
Eisenstadt Mfg. Co. 


NEBRASKA 
Lincoin 
Teeters. J. L., & Co. 


NEW JERSEY 


Maplewood 

Universal Chain Co. 
Newark 

Baker & Co., Inc. 
Carrington & Co., Inc. 
Church & Co. 

Felger, F. & F., Inc. 
Jabel Ring Mfg. Co. 
Larter & Sons 

Lester & Co. 

Shiman Mfg. Co. 


NEW YORK 


Buffalo 

Bock-Lewis Co. 

Star Ring Mfg. Co. 

New York City 

Aisenstein-Woronock & 
Sons, Inc. 

Amber Mines, Inc. 

American Gem & Pear! 
Co. 

Avvocato & Tuch 


Baskin Bros. 
Bayardi Bros., Inc. 


Benedict, , & Sons 
Berenson & Urbach, Inc. 
Bergman, Van Straten & 
Greenberg 
Binder Bros., Inc. 
Blank, Joseph 
Bodenheimer, Lawrence 
Bram’s, D., Sons 
Braunstein, Charles, Inc. 
Brecht, George 
Brenauer, Joseph B. 
Brown, Alpheus L. 
Casse, A. J., Inc. 


Cohen, Aby 

Cohn & Rosenberger 
Cohn, Sigmund 
Conant, Charles H., & 


ro. 
Concord Watch Co., Ine. 
Cooper & Brase 
Corbett & Bertolone 
Cromur, Inc. 
Dave, Magan W., & Bros. 
De Frece ly oe Co., Inc. 
Del Gatto, G., & Sons 
D’Elia, B., & Son, Inc. 
Diagonale & Sons, Inc. 
Dreher Bros. & Wider 
Drilling, James A., Co. 
Eichberg & Co. 
Eitelbach, Walter, & Co. 
Espositor, A. 
Felsenfeld, Jack J. 
Franklin, Jules, Inc. 
Gem & Pearl Dealers 
Assn. 
Gentile, F. & L. 
Ginsberg, Kallman 
Goodfriend Bros. Co. 
Gordon, 1 
Goudvis_ Bros. 
Graef, Jean R., Inc. 
Grinberg, P. Irving 
Gutenstein Bros., Inc. 
H. S. Import Co. 
Handy & Harman, Inc. 
Harber, W. J., Co., 
Hedges, Wm. S., & Co. 
Heller, L., & Son, Inc. 


Heller-Hope Co. 


Heyman, Oscar, £ Bros. 


Hoffman, aod 

Jacobson Bro 

Jewelers’ Circular- Key- 
stone, The 

Johnson Matthey, Inc. 

Kastenhuber & Lehr- 


feld 
Katz & Ogush 
Kausman, Albert 


Keller, G. 

Kirkpatrick, Arthur H. 
Kittay & Blitz 
Klarsfeld, Jerome R. 
Koslow, Nat, Inc. 
Kramer & Ball 
Kreisler, Jacques, Sales 


‘orp. 
Lamont, John, Inc. 
Lampl, Walter 

Landau, Bernard 
Lembeck, Edw. & Bros. 


Levy. Michael, Jly. Corp. 


Leys, Christie & Co. 
Lieberman- ——— 


ederick, Inc. 


Mastaloni, "aa 
May, Frank T., Co. 
Maybaum Bros. 


Mayer, Hugo, Co., Inc. 


Mehrlust, J. 
Michel, D. M. 
Mikimoto, K. 


Miller, Clifford A. 
Miller & Veit 
Mnuchin, A. 

Morris, Norman M. 
Most & Fogel 
Movado Watch Agency 
Muhifeld, Edward H. 


Nathan, S.. & Inc. 


Ollendorff Watch Co. 
Papazian Bros., Inc. 
Ramsay, Albert, & Co. 
Raunheim, Julius, Inc. 
Reichman Bros. 
Richheimer, Jerome 
Robinson & Sverdlik 
Rosenberg, Herbert 
Rosenberg, Joseph 


Sater, M. 

Scheer, Wn., & Co., Inc. 
Scherer, R. 

Schmidt, Wm. V.. Inc. 


Schusler, Geo., & Co. 
Shiman Bros. & Co. 
Silverman Bros. 

Sobel & Kaleko 

Somer, O. J., Co. 
Sommer, Chas. W., & 


Bro., Ine. 
Starke, Edward 
Stern Co., Inc 


Tavannes of America 

Tishman, Maurice, Inc. 

Treibs Bros. 

Trifari, Krussman & 
Fishel 

Ullmann, Georges 

Winston, Harry, Inc. 

Wolleman, Leo 


Zell, Lucian M. 


Cincinnati 
Albert & Seifert Co. 


Gerwe-Frohman Co. 
Greenwold-Grift Co. 
Gruen Watch Co. 

Klein Bros. Co. 

| Nolting Co. 
Schira Bros 

Schwab, A. G., & Sons 
Cleveland 

Burdick, H. W., Co. 


a. A. H Co. 
Gross, a. & Co. 
Merit Go., 


Scribner & Tae Co. 
Zwee & Burr Co., Inc. 


OREGON 
Portland 
Butterfield Bros. 
Crohn, Seigfried 


PENNSYLVANIA 
Lancaster 
Bowman’s, E. F., Sons 


Hamilton Watch Co. 
Non-Retailing Co. 
Philadelphia 
Aisenstein & wey: 
Bechtel, Jos. B., & C 
Fulmer & —, Ine. 
Hurlburt, H. & Sons 
Lashof, RH "Ine. 
Milner, House of 
Sickles, Louis 
Pittsburgh 

Weinhaus, Samuel, Co. 


RHODE ISLAND 
Pawtucket 
Fuller, Geo. H., 
Providence 
A. & Z. Chain Co. 
Allen, John F., & Son 
Albert Mfg. Co. 
American Jly. Chain Co. 
Armbrust Chain Co., Inc. 
Ashley, E. H., & Co., 
Atlas Findings Co. 
Automatie Chain Co. 
Baker, Est. of George M. 
Ballou, B. A., & Co. 
Barker & Barker 
Blacher Bros. 
Block, Monroe Co. 
Bridgeport Brass Co. 
Brier Mfg. Co. 
Brown & Dean Co. 
Bullard-Pickering Co. 
Cc. & G. Mfg. Co. 
Carl-Art, Ine. 
Chase Brass & Copper 
Co., Inc. 
Clark & Coombs Co., Inc. 
Cobb, W. R., Co. 


& Son 


Concord Mfg. Co. 
Conley & Straight Co. 
ook, E. N., Plate Co. 


Cc 5 
Craven-Whittaker Co. 
Dolan & Bullock 


Dunn _ Bros. 

Excell Mfg. Co. 

a Chain Co. 
& Co. 


Fiske & Conroy Co. 
Fraser, J. M., & Co. 
Freeman- Daughaday Co. 
Fulford Mfg. Co. 
Genser Mfg. Co. 
Goldsmith Mfg. Co. 
Greene, Wm. C., Co. 
Griffith, R. L., & Son 


me 

Dodson, Geo. B., Inc 
Glascock & Milberg 
Klatt, P. B. 

M. & M. Jewelers 
Sartori’s 

Tacoma 

Burnett & Sons 


Mierow's 
Walla Walla 
jlimme & Cundiff 


WEST VIRGINIA 
Wheeling 
Hanaher, Chas. M., Co 


WISCONSIN 


Nelson, O. M., & Son 


Wellintin, Wm., & Son 
Manitowoc 

Rummele, J. A., Co., Inc 
Milwaukee 


Bunde & Upmeyer Co 
Esser, Louis, Co. 
Puch, Alf. 
Mae Jewelers, Inc. 
Rank & Motteram 
Schwanke-Kasten Co. 
Stark & Knobla 


Stecher, August H. - 


ee 
Anderson, A. W. 
Haertl, Peter A. 
Nelson, W. O. 
Oshkosh 
Konrad, John F. 
Krumrich. J. F., Co. 


Hadley, Co., The 
Harvey & Otis, Inc 
Heller & ., Inc. 
Holt, A., xs Co., Inc. 
Imperial Jty. Co. 
— Seamless Wire 


Jacckel Mfg. Co., Inc. 
Kestenman Bros. Mfg. 


Manufacturing Jeweler 
Manufacturers Refining 


Co. 
Meller, Adolf, Co. 
Metal Finding Mfrs. 


Assn 
Micallef, A., & Co. 
Monocraft Products Co. 
Moore, Samuel, 5 Co. 


NE qi 

N. i 

N. 4 x - Assn. 
Oval Mie. bo. 

Pease & Pa 

Pilling Chain Co. 
Poole, Thomas 8., Inc. 
Providence Art Metal 


R. I. Mfg. Co. 
Rabinowitz, J. 8., Co. 
Revere Copper & Brass 


Roland & Whytock Co. 
Rolled Gold Platers Assn. 
Rueckert Mfg. Co. 
Sammartino Bros. Co. 
Samsan Co. 

Scoville Mfg. Co. 
Shepard, C. E. 


A. ., Inc. 
SN A. u Ls Inc. 
Wai 

SS iw. Mfg. 


Co. 
White, J. J., Mfg. Co. 
TEXAS 
Dallas 
Rudberg, Leon, Jly. Co. 
Shuttles Bros. & Lewis 
Tynes-Price & Co. 
VIRGINIA 
R e 
Fisher’s Supply House 


weacenens 
Mi 


Boszhard x" Possin Co. 
Kilb-Beek-Kuesel, Inc. 


366 Fifth Ave. New York, N. Y. 
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Pitt Wholesalers Ban Retailing 





Dozen Big Firms Take Lead 
In Pledge to Sell to Only 
Legitimate Retail Jewelers 





PirtspurGH, Pa.— Acting inde- 
pendently, 12 of the largest Pitts- 
burgh wholesale jewelers have 
adopted a non-retailing policy and 
will hereafter sell only to retail 
dealers for resale. The policies have 
been set forth individually by the 
wholesalers in letters addressed to 
Leonard D. Helfer, of Pittsburgh, 
president of the Retail Jewelers As- 
sociation of Western Pennsylvania. 


President Helfer was on vacation and 
could not be reached by Tue JEWELERS’ 
Cmcutar-Keystone for a statement, but 
Herman M. Hollander, counsel for the 
association, said that he planned to at- 
tend the annual convention of the Amer- 
ican National Retail Jewelers Associa- 
tion at the Waldorf-Astoria in New 
York Aug. 28-Sept. 2, at which time he 
would discuss individually with jewelry 
manufacturers the question of methods 
of distribution to the retail trade. 

Furthermore, he said, “We propose to 
sponsor a state meeting of the Pennsyl- 
vania jewelers during the national con- 
vention and at that time we will urge 
the retail jewelers to support wholesal- 
‘ers who are committed to a non-retail 
policy. 

“We have received the united support 
of the Pittsburgh Chamber of Commerce 
and the Pittsburgh Wholesalers Associa- 
tion in combating the industrial jewelry 
catalog and already quite a few Pitts- 
burgh manufacturing concerns have re- 
moved these catalogs from their files. 

“We have nearly 200 members in the 
Retail Jewelers Association of Western 
Pennsylvania at this time and expect to 
organize other large groups throughout 
the state. It is our hope that eventually 
the movement will become national in 
scope.” 

The action of the Samuel Weinhaus 
Co., important Pittsburgh wholesalers, is 
best indicated in a letter which Emil 
Freyer, president of the company, ad- 
dressed to Mr. Helfer under date of 
Aug. 11. 

Mr. Freyer said: 

“Let us be the first to congratulate 
you and all those association members 
who were instrumental in the formation 
of the Retail Jewelers Association. 
Based on the honest principles of busi- 








ness we sincerely believe that you will 
achieve your aim—a more ethical busi- 
ness. 

“We are in sympathy with the ideal 
and, therefore, announce a new sales pol- 
icy that we hope will bring us into 
closer harmony. 

“Beginning at once, it will be our pol- 
icy to sell only to legitimate dealers for 
resale and we will make every effort to 
direct all other-than-dealer purchases to 
the proper retail channels. 

“With the cooperation of your mem- 
bership we believe that mutual success 
will be attained.” 

Emanuel Grafner, of Grafner Bros., 
another leading wholesaler, when asked 
for a statement by the Pittsburgh rep- 
resentative of THe Jeweters’ CrrcuLaR- 
Keystone, released a letter which he had 
addressed to Mr. Helfer as follows: 

“Relative to the policy of our business, 
concerning which we have conferred, we 
believe that the retailer requires all the 
protection he can get and to further 
that end our future business will be 
confined to the retail jewelers only.” 

In acknowledging Mr. Freyer’s letter, 
President Helfer wrote: 

“T have referred your letter to our leg- 
islative committee, which is acting in 
place of our board of directors during 
the summer months, and they instructed 
me by a resolution to inform you that 
the members of the Retail Jewelers’ As- 
sociation of Western Pennsylvania unan- 
imously acclaim your adoption of a new 
sales policy. This step, on your part, 
constitutes by far the longest and most 
effective advance ever made in our at- 
tempt to create a better understanding 
between retail jewelers and the jobber.” 

The association was organized less 
than a year ago in an effort to clean up 
a number of abuses existing in all three 
branches of the jewelry trade. Well at- 
tended monthly meetings have been held 
and interest has been manifested by the 
trade from all parts of the United 
States. 


BUYS AMERICAN WATCH CASE CO., 
LTD. 





SHERBROOKE, Que.—The Canadian 
Sturdy Chain Co., Ltd., of this city, re- 
cently acquired the good will, trade 
names, tools, dies and machinery of the 
American Watch Case Co., Ltd., of To- 
ronto, which for years has been a leader 
in the manufacture of pocket watch 
cases in the Dominion. The buyers will 
transfer certain of the machinery here, 
and expect, on or about Nov. 1, to be in 
production and able to deliver models 
under the same trade names. 
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Tiffany & Co. Reveals Plans 
For New Million-Dollar Building 
On Upper Fifth Ave., New York 


The architect’s conception of Tiffany 
& Co.’s new eight-story home, which will 
be reared at Fifth Ave. & 57th St., New 
York, at an estimated cost of a million 
dollars, was filed late last month by the 
architects with the Manhattan Bureau of 
Housing and Building. 

Operations for the demolition of a 
building which now occupies the site are 








Tiffany’s, a year from now 


under way and construction will follow 
immediately thereafter. Possession will 
be taken in the fall of 1940. 

Facade treatment of the building will 
feature limestone with a granite base. 
Marble will be used in the spandrels and 
first floor windows. 

The interior layout, designed to show 
jewelry under the most advantageous 
conditions, will be marked by the use of 
second floor trusses that will eliminate 
all first floor columns in the main sales 
room. Supplementing exceptional natu- 
ral light, made possible by the location 
at the intersection of these two wide 
business thoroughfares, will be specially 
designed lighting fixtures and equipment. 

Installation of a 100 per cent air-con- 
ditioning plant as part of the basic con- 
struction plan has also been specified. In 
line with advanced planning trends the 
architects have provided accoustical ceil- 
ing treatment for all floors. 

Occupying his traditional post over the 
entrance doorway of the new Tiffany 
building, will be the heroic figure of At- 
las with his famous clock, first set up in 
1853 in front of the building at 550 
Broadway, later moved to Union Square 
and now gracing the facade of the pres- 
ent home at Fifth Ave. & 37th St. 
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N.W.J.A.’s Mid-West 
Market Week Jan. 2-8 
At Sherman, Chicago 


The National Wholesale Jewelers’ As- 
sociation will hold its second Mid-West 
Market Week at the Hotel Sherman, 
Chicago, beginning on Tuesday morn- 
ing, Jan. 2, and closing Monday after- 
noon, January 8. 

The decision of the association’s execu- 
tive committee to repeat its market 
week, which was somewhat of an experi- 
ment last year, was based upon requests 
from exhibitors and wholesalers who 
participated in the 1939 exhibit. 

Officials are making changes in their 
rules for the 1940 Market Week. Only 
manufacturers who are associate mem- 
bers will be permitted to exhibit, and at- 
tendance will be confined to buyers rep- 
resenting wholesale jewelers who are af- 
filiated with the association. This deci- 
sion was made because the Market Week 
is held primarily for the benefit of mem- 
bers of the association, and it is believed 
that it will enable buyers to inspect, and 
manufacturers to exhibit their lines to 
better advantage. 

Another change provides for the at- 
tendance of buyers representing whole- 
sale jewelers on the Pacific Coast. Last 
year no wholesalers beyond the Rocky 
Mountain area were invited. However, 
Pacific Coast wholesalers have expressed 
the desire to attend the coming Market 
Week. 

Another innovation is the fact that the 
period between 9 A. M. and 3 P. M. on 
Tuesday, Jan. 2, has been set aside as an 
open period during which buyers will 
have an opportunity to view exhibitors’ 
lines, and make engagements for more 
detailed inspections later during the 
week. Association officials will coop- 
erate with buyers, as heretofore, in mak- 
ing engagements prior to the opening. 

Lloyd G. Pattee, president of the as- 
sociation, has appointed the following 
Market Week committee: Silas B. Rea- 
gan, chairman, Baldwin-Miller Co., In- 
dianapolis, Ind.; R. Dix Edwards, 
vice-chairman, Edwards-Ludwig- Fuller 
Jewelry Co., Kansas City, Mo.; Arthur 
Jacobson, Arthur Jacobson Co., Denver; 
A. C. Wallenstein, Wallenstein-Mayer 
Co., Cincinnati; Donald Gautherat, E. H. 
Pudrith Co., Detroit; Charles G. Brown, 
Stein & Ellbogen Co., Chicago; James 
H. Hetzel, Eisenstadt Mfg. Co., St. 
Louis, and Charles A. Moore, Moore-De- 
Grazier Co., Dallas. 





KNEYSE 50 YEARS IN TRADE 


MitwavKkerE, Wis.—Hans Kneyse, sec- 
retary of the Schwanke-Kasten Co., this 
city, was presented with a gold wrist 
watch in recognition of his 50 years in 
the jewelry trade, at a dinner party 
given in his honor at the home of Mr. 
and Mrs. William H. Schwanke. 

Mr. Kneyse started with the C. Preus- 
ser Jewelry Co. on July 18, 1889, as a 
messenger boy. Ten years later Charles 
J. Kasten, Hans P. Alstead and Gustave 
Kuechle resigned from Pruesser and 
formed the firm of Alstead & Kasten, 
which Mr. Kneyse joined. Now 66, Mr. 
Kneyse no longer bowls or fishes, but 
finds his chief pleasure in weekly games 
of skat with three close friends, and 
in playing light classics on the piano. 
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RETAIL JEWELRY SALES MAP FOR AUGUST |, 


BI NON- REPORTING ae 
INSUFFICIENT DATA 





HE accompanying map shows in per cent how independent jewelry store sales during July, 1939, 

compared with business in July, 1938. On the basis of detailed reports from 868 stores in 28 states, 
the « +t of b done in July, 1939, was 9.5 per cent greater than that of July, 1938, though 
23.6 per cent less than that of the preceding month, June, 1939. 

Thus the favorable position compared to a year ago continued for the fifth successive month, in 
spite of the fact that July had a smaller gain than the two preceding months over same period of !938. 

Operations in Florida, Arizona, Montana, Nevada, Utah and Wyoming are not disclosed because of 
an insufficient number of jewelers reporting in those states. Of the 22 states for which separate data 
are available, 19 registered gains over July last year. Eleven of these states showed greater improve- 
ment in July over the same month a year ago than had been the case in June, compared with 
June of last year. 

Massachusetts’ jewelry store sales in July, 1939, ran 31.3 per cent ahead of sales for that month 
in 1938. Other outstanding gains over last year were registered in Georgia, plus 24.8; New Mexico, 
plus 22.1; Oregon, plus 21.1; and Washington, plus 20.6. Reporting jewelers in Pennsylvania, Missouri, 
Arkansas, Idaho, Indiana, and Ohio averaged improvement of more than 10 per cent. 

July operations in the following cities are shown in comparison with the same month in 1938: 
Chicago, —6.2; Los Angeles, -+22.3; Portland, Ore., +23.1; St. Louis, +14.0; San Francisco, —7.!, and 
Seattle, +22.1. 

The data upon which this report is based have been compiled by the Current Statistical Service, 
Bureau of the Census, Washington, D. C. The combined volume of the reporting stores was $2,478,441 for 
July 1939; $2,263,223 for July 1938, and $3,245,648 for June, 1939. 
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RETAIL JEWELRY STORE SALES 400 
Mon h by month for past three years 


4 Taking January, 1938, as 100: 
Hy Sales for July, 1939, were 106.0 f 300 
Sales for July, 1938, were 97.4 
Sales for July, 1937, were 120.4 
Sales for June, 1939, were |38.2 
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Thugs Escape with Watches and JUNE IMPORTS , 
Rings Worth $10,000, in Detroit Article Number Value 
P ’ Watches and watch 
Derrorr, Micu.—Thomas Smith, 53, mameieiii. 2... o.oo: 191,213 $525,209 
messenger for Sam Newman, dealer in Witter BesG6 ws. sca cciue  cokcas 58,375 
diamonds and mountings at 580 Fifth Clocks and clock move- ‘ ‘ 
Ave., New York, was elbowed into the ments ....++---.seee 853 5,120 
doorway of the Marquette Bldg., 243 Diamonds— 
W. Congress St., at noon on Aug. 8, a — teteees aan cts. <a 
slugged and robbed of two suitcases con- NE essen ones a Lae 
taining rings and watches valued at Pearls— 
shout AOR: | Caltared we caitivesad Sc) SRR 
Smith was bringing the jewelry to ; : 
Newman who was calling on a firm in SS 
the building. Dae WOGNE. cesacs | whee 13,094 
The thugs escaped in an auto. Ci MRE Wiksnsetben:) xa 140,158 
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Seattle, Wash., Jewelers 
Win Campaign to Create 
Strong Auction Law 


SeattteE, WasH.—A_ jewelry auction 
ordinance, which raised the auction li- 
cense fee from $5 to $10 per day and set 
a 15-day limit, was signed recently 
by the mayor. The new ordinance, which 
was sought by the city’s better jewelers, 
provides that no auctions can be held 
during the months of June and December. 
Auctioneers in this city for some time 
have been required to pay $250 per year 
for licenses. 

The new ordinance reads: 

“It shall be unlawful for any person 
to sell, offer for sale, or attempt to sell, 
at public auction, any jewelry, including 
watches, diamonds, and all other precious 
stones, silverware, and all jewelry of 
gold, silver or other metal, of any kind 
or character coming under the head of, 
or generally known as jewelry, unless the 
proprietor of the store where such auc- 
tion is to be held, or the owner of the 
jewelry to be auctioned, has first pro- 
cured, in addition to the Auctioneer’s 
License required by this ordinance, a 
license to be known as a “Jewelry Auc- 
tion License.” The fee for such Jewelry 
Auction License shall be, and the same 
is fixed in, the sum of Ten Dollars 
($10.00) per day, for each auctioneer 
employed, and no such license shall be 
issued for a less period than ten (10) 
days, not counting Sundays, nor for a 
greater period than fifteen (15) days, 
not counting Sundays. It shall be unlaw- 
ful for the proprietor of any store, or 
the owner of any jewelry, to hold con- 
duct or permit such public jewelry auc- 
tion without first having obtained a 
Jewelry Auction License, and employ- 
ing or engaging auctioneers who have 
been duly licensed in accordance with 
the provisions of this ordinance. 

“No more than one Jewelry Auction 
License shall be issued to any person, 
or for the same location, during any 
twelve (12) months period. No Jewelry 
Auction License shall be issued for the 
months of June and/or December, or any 
portion thereof. 

“It shall be unlawful for any person to 
sell, offer for sale, or cause or permit 
to be sold, at public auction, any jewelry, 
as herein defined, at any time during the 
months of June and/or December, or 
during any other month between the 
hours of seven (7) o’clock P. M. and 
eight (8) o’clock A. M. 

“Section 2. If any section or pro- 
vision of this ordinance be held invalid, 
such holding shall not affect the validity 
of any other provisions hereof, and the 
provisions of any ordinance purportedly 
amended by the provision of this ordi- 
nance so held invalid shall remain in full 
force and effect, and the right to prose- 
cute for violations thereof shall continue. 

“Section 3. This ordinance shall take 


Anti-Monopoly Committee 
Awaits Results of FTC 
Study of Price Maintenance 


Wasuinoton — Although no definite 
dates have been fixed, the Temporary 
National Economic (anti-monopoly) 
Committee has made plans to hold public 
hearings on the subject of consumer co- 
operatives. 

With respect to the problem of small 
business, obtaining capital, business re- 
search, business failures, the Robinson- 
Patman anti-price discrimination law 
and chain stores are among the items 
under study by the committee. 

It had generally been expected that the 
TNEC would delve into the effect of 
resale price maintenance laws, including 
the Miller-Tydings Federal statute, but 
omission of any reference to the subject 
lends support to reports that the com- 





mittee has decided to drop the subject 
until the Federal Trade Commission 
completes its current investigation of 
fair trade laws. 

Some members of Congress, including 
Rep. Wright Patman of Texas, and co- 
author of the Robinson-Patman anti- 
price discrimination law which bears his 
name, have expressed fear that the Com- 
mission’s investigation will not be con- 
ducted along “fair and impartial lines.” 
Because of the FTC’s previously ex- 
pressed hostility to the Miller-Tydings 
law, the Congressman has said that “it 
will be only human for those in authority 
in the Commission to devise the mechan- 
ics of the investigation in such a way 
as to substantiate and justify the pre- 
mature position already taken.” 

President Roosevelt, who has gone on 
record in opposition to the principle of 
resale price maintenance, has urged Con- 
gress, in the case of a bill that would 












For in any color . . 


oetore 


or contrasts you feature in jewelry this 
fall, offer your customers longer wear for the 
money with Gold Filled and Rolled Gold Plate. 


have stood through dozens of fashion cycles, as wear has proved. 


No matter what colors 


. in any jewelry item . . . 
Gold Filled and Rolled Gold Plate maintains standards of quality that 


Let’s see why: Gold Filled and Rolled Gold Plate are superior to ordi- 
nary plate in this important respect: The wearing surfaces consist of 
actual sheets of full karat gold. Before as well as after these layers are 
applied to the base metal, they are checked and rechecked for uniformity 
ane of karat and quality. And when the karat and quality are controlled, 


NEW DALLMEYER STORE 


Jerrerson City, Mo.—Phil A. Dall- 
meyer expected to take possession of his 
new jewelry store at 223 E. High St., the 
first part of this month. The bulding, 
which was completely remodeled, has a 
new front. Fluorescent lighting is used. 


effect and be in force thirty days from 
and after its passage and approval, if 
approved by the Mayor; otherwise it 
shall take effect at the time it shall be- 
come a law under the provisions of the 
city charter.” 


long wearing life is assured. 


Research Division of GOLD FILLED and 
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add the District of Columbia to the list 
of states already having fair trade laws, 
to defer action until the FTC has com- 
pleted its survey of state fair trade 
laws. 


Swiss Jeweler, Clockmaker 
Qualifies as Certified Gemologist 


Members of the American trade will 
be interested to learn that Edward 
Giibelin, Ph.D., of the famous retail firm 
of E. Giibelin of Lucerne, Zurich, and 
Saint Moritz, Switzerland, well-known 
manufacturers of fine clocks, has just 
completed the courses of the Gemological 
Institute of America and has added the 
American title of Certified Gemologist to 
his European accomplishments. 

After studying with Profs. Schloss- 
macher and Michel, Dr. Giibelin ob- 
tained his mineralogical degree at the 





University of Zurich. To complete his 
gemological education he then enrolled 
in the courses of the American Gem 
Society and Gemological Institute of 
America, attended the A.G.S. Boston 
Conclave in the spring, and finally came 
to Los Angeles headquarters of the 
Gemological Institute where he studied 
advanced technique under Robert Ship- 
ley, Jr., and passed his Certified Gemo- 
logist examinations. 





SCHUBACH'S GREET 5000 


Sarr Laxe Crry—About 5000 persons 
visited the new store of the Schubach 
Jewelry Co., at Main St. and Broadway, 
Aug. 11. The nine large display win- 
dows give the appearance of picture 
frames. Fluorescent lighting is a fea- 
ture. William Schubach is manager of 
the firm which has been in.business here 
for 30 years. 





Alaskan Gold and Platinum 
Production During 1938 
Make All-Time Records 


The value of the output of gold from 
Alaska mines in 1938 was more than a 
million dollars greater than in any other 
year in the entire history of gold mining 
in the Territory. 

The quantity of platinum metals re- 
covered from Alaska mines in 1938 was 
much greater than in any preceding year 
and amounted to more than 88 per cent 
of the total quantity of all platinum 
metals that have come from Alaska mines 
in all preceding years. 

The output of Alaska gold comes from 
both lode (hard rock) mines and placer 
mines. In 1938 the output from these 
two types of mines was in the proportion 
of about 36 to 64—$8,273,000 from lodes 
and $14,897,000 from placers. This ratio 
is almost identical with that for the en- 
tire period in which gold mining has 
been in progress in Alaska. The pro- 
ducing gold lodes are widely distributed 
through the Territory, but nearly 72 per 
cent of the output in 1938 came from 
lodes in southeastern Alaska, where ac- 
cessibility to deep-water routes of com- 
munication and other favorable conditions 
have permitted the successful mining of 
immense tonnages of low-grade gold ore. 

The total quantity of platinum metals 
produced from Alaska mines in 1938 
was 34,420 ounces, valued at $1,229,- 
300. This marks an increase in value of 
more than 31% times and in quantity of 
nearly 4144 times the output of the pre- 
ceding year, and places Alaska in fourth 
or fifth place among the countries of the 
world on the basis of its production of 
platinum metals. The bulk of the pro- 
duction was due to the effective mining 
done by a large modern dredge, that 
for the first time was in full operation 
in the Goodnews district. 


HEADS NUTMEG HOROLOGISTS 








You can identify Gold Filled and 
Rolled Gold Plate by the karat and 
quality markings. Should you see 
the term “Gold equivalent of (for 
example) 1/10 14-karat’’ remember 
it does not mean that the article is 
plated with 14-karat gold. It only 


What is Gold Filled and Rolled 
Gold Plate? 


For either product, 10k or higher gold must 
be used, to conform to U.S. Commercial 
Standard No. CS47-34 (except watch cases, 
made to special standard). In qualities of 
1-20th and more it is called Gold Filled. 
Lower than 1-20th it is called Rolled Gold 
Plate. Make sure your jewelry is made in 


accordance with this U. S. Commercial 
Standard, thereby protecting yourself and 
your customers — insist on a written 


specifies fine gold content and not 





Joseph O. Dahi 


wearing quality. 


New Haven, Conn.—Joseph O. Dahl, 
Waterbury, was named president of the 
Connecticut Horological Association, at 
its recent annual meeting, held at this 
place. Others elected were: Charles S. 
Stowe, Hartford, vice-president; Earl R. 
Becker, New Haven, executive secretary ; 
T. W. Burt, Willimantic, corresponding 
secretary, and Charles H. Stiles, Hart- 
ford, treasurer. 

Connecticut watchmakers failed in 
their efforts to get a licensing law at the 
last legislative session but will work for 
enactment of such a measure in 1941. 





guarantee from your supplier. 
So when you plan new lines, plan 
for better values and better sales 
with jewelry made from Gold Filled 


and Rolled Gold Plate. 


ROLLED GOLD PLATE manuracrurers 


HEADQUARTERS ee+PROVIDENCE++RHODE ISLAND 
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Sensational! 
This Amazing 









ONLY 
$).00 


GAUGE 
EXPANDS AND 
CONTRACTS 


(ACTUAL 
. SIZE) 







THIS 
CALIBRATION 
REGISTERS 
ACCURATE RING SIZE 
[Sizes 1 to 13; also Yo and 4] 













Throw away old-style cards, ring 
chains, strings and other stupid, irri- 
tating gadgets for measuring ring 
sizes. Here’s a neat, accurate, con- 
venient device for quickly and gen- 
tly measuring a finger. It tells in a 
jiffy precisely the ring size for your 
customer. ‘ 


An Opportunity For 


Smart Salesman 


Covering the Jewelry Trade 


Woods and Chatellier will send to 
you ON MEMORANDUM one dozen 
of these smart compact “Ringauges.” 
They sell on sight. They are light, 
easy to carry in your pocket. You will 
find them most profitable to sell. 


Just write and tell us who you are 
and what you sell. We will send 
you your supply promptly. 

In Chromium the “Ringauge” sells 
for $2.00 ea.—in Gold Plated, $3.00 
ea.—in Sterling Silver, $7.50 ea. 


Here’s a real opportunity for you to 
make money on a brand new item 
which sells on sight. Write today. 
To Jewelers: Please use the coupon below 
for convenience in ordering direct 
from manufacturer. 
Woods & Chatellier, 516 Sth Ave., New York 
Please send me, individually boxed, post- 
paid, ....Ringauges at $2 each. Check is 
enclosed for $.... Unless I am entirely sat- 
isfied with this article, you agree to refund 
purchase price promptly. 


Name 
Address 


Town 


) 





AUGE 








“Elgin Day” Ceremonies at N. Y. World’s Fair 
And Fete at Elgin Mark 75th Anniversary 


There were big doings at the New York World’s Fair, and at Elgin, IIL, on Aug. 
18, when celebrations were held at both places to mark the 75th anniversary of the 


founding of the Elgin National Watch Co. 





New Yorx’s Wortp Farr—Time from 
the stars gave the signal for the opening 
of this exposition on Elgin day, here. 
Seventy-five of the earliest fair-goers 
were lucky to have selected ticket win- 
dow No. 75, for each of them received 
free admission. A French “75” sounded 
a salute to Elgin shortly after the gates 
opened. 

Beginning at 10 a.m., and continuing 
at half-hour intervals until 6 p.m., aerial 
bombs were discharged, releasing tickets 
which were redeemable for prizes, one of 
which was good for a Lady Elgin or 
Lord Elgin watch. Fifteen additional 
watches were distributed at 7 p.m. 

Frank E. Gronberg, a representative 
of the Elgin master craftsmen, arrived 
for the occasion. R. H. Lamm, the last 
clock-winder in Greater New York and 
Fire Chief Thomas F. Daugherty, the 
oldest Fair employe, were also special 
guests, and were taken on an inspection 
tour of 75 Fair exhibits. Luncheon was 
served to 75 guests from 75 dishes at the 
Swedish Pavilion. 

Jewelers and their families were greet- 
ed at the Elgin building and were taken 
to tea in the Equitable Gardens. 

Prof. Frank D. Urie, director of re- 
search, and in charge of Elgin’s partici- 
pation in the Fair, gave a 75-word wel- 
come, the response to which was also 
made in 75 words by Grover Whalen, and 
T. Albert Potter, president of Elgin, con- 
fined his remarks to the same length. 
Other company officials present included 
Howard D. Schaeffer, vice-president; 
W. H. Fowlie, manager of the New York 
office; and Elroy Reed, manager of the 
exhibit. During the afternoon the first 
watch from the production line on the 
75th anniversary, arrived by plane from 
Elgin, and was presented to Mr. Whalen. 


N. E. M. J. & S. A. Goes Over the 
Top in Filling its $6,000 Quota 
For Jewelry Publicity Board 


Provinwence—The New England Manu- 
facturing Jewelers & Silversmiths Asso- 
ciation, in its August bulletin, announced 
that its full quota of $6000 for the work 
of the Jewelry Industry Publicity Board, 
has been subscribed. 

The association was high in its praise 
of the work done by Chairman Frederick 
A. Ballou and his committee and said 
that special thanks were due those mem- 
bers who made additional subscriptions 
in order that the goal might be reached. 
The successful effort, the bulletin said, 
“sets up a challenge to other units of the 
industry to reach the national goal of 
$50,000.” 





SAN FRANCISCO AGREEMENT 


San Francisco, Cat.—Employers and 
employees in the manufacturing jewelry 
trade of San Francisco and the bay area 
have completed renewal of a working 
agreement to continue until April 1, 
1941. The contract between the Associ- 
ated Jewelry Crafts of California, Inc., 
and Jewelry Workers Union No. 36 pro- 
vides for the wage scale now in force 
and a 35-hr. week. 
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Exe, I... — Festivities here began 
with a tree-planting ceremony in front 
of the factory, at 4:30 p.m., when the 
tolling of the old bell in the factory 
tower called employes and townsmen to 
the front lawn where a 25-foot elm tree 
was planted. The honorary tree planters 
were the 75 Elgin employes oldest in line 
of service. Percy E. Stringer, vice- 
president in charge of manufacturing, 
made the commemorative address. 

I_ady Elgin and her court of 12 beau- 
ties, chosen from among the girl em- 
ployes, were in 1864 costume. 

Each employe was given a special edi- 
tion of the New York World’s Fair news- 
paper, which had been flown from New 
York that day, and which contained 
front-page streamer headlines, story and 
picture of Mr. Potter. 

In the evening 250 guests were enter- 
tained at dinner in the spirit of 75 years 
ago. ‘The master-of-ceremonies in ap- 
propriate frock coat and beaver hat, and 
a string ensemble and a men’s quartet, 
all in costume, supplied Stephen Foster 
music and elocution numbers. A “singing 
master” drew the guests into a rollicking 
old-time singing school, with 1864 favor- 
ites. 

There were 75 word addresses by the 
mayor of Elgin, by John M. Biggins, 
treasurer, and by Mr. Stringer, who rep- 
resented the 75 oldest employes, who 
were honor guests, along with Rosemary 
Best, one of the “Big Ten” beauties; 
“Lady Elgin” and her court, and city 
and state officials. 

A feature was a playing of the tran- 
scription made the same day at the 
World’s Fair event. 





Triangular Quarters Occupied 
By the Hollywood Jewel Shoppe 


Beverty Hir1s, Cat.—The Hollywood 
Jewel Shoppe, formerly at 6621 Holly- 
wood Blvd., Hollywood, has been moved 
to an exclusive site in the heart of the 
high grade business section of this com- 
munity. The name of the business has 
been changed to Hultz & Schultz, this 
being the names of the partners, Ernest 
E. Hultz and Carl E. Schultz. Mr. 
Schultz is the past president of the Cali- 
fornia R.J.A. 

The present store is located at the 


‘apex of a triangle formed by Wilshire 


Boulevard and Dayton Way, thus giving 
excellent window displays all around the 
store. These windows also serve as in- 
terior display cases. The store is bril- 
liantly lighted inside and out with fluor- 
escent tubing lights giving it a striking 
appearance. The location is important 
both in daytime and at night. 





Yakima, Wasu.—Walter A. Moericke 
has opened the West Side Jewelry Store 
at 418 W. Yakima Ave. Mr. Moericke 
has held various positions in the retail 
trade since joining it as a boy. 





Los Ancetes—Henry M. Abrams Co., 
manufacturers’ agents, have moved from 
727 W. 7th St., to 945 Wilshire Blvd. 
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Acting Head of Treasury 
Invites Business to Help 
Improve Tax Laws and Rules 


Wasuincron—Business and other in- 
terests are expected to give wide accep- 
tance to the invitation extended them by 
Acting Secretary of the Treasury John 
W. Hanes for cooperation with the Trea- 
sury Department and a subcommittee of 
the House Committee on Ways and 
Means in a study of the Federal tax 
structure. Coming from Mr. Hanes, a 
practical business man, as well as a 
capable government official, with the ap- 
proval of the subcommittee, the move is 
held to offer hope for real improvement 
in the tax laws and regulations rather 
than for tax reductions. By reason of 
the enormous national debt and Treasury 
deficits it is thought to be unlikely that 
tax relief in the way of slashes can be 
expected at this time. The cooperative 
study, however, is said to offer prospects 
of relief from the impact of Federal tax- 
ation by making it more equitable. 

Several weeks ago Representative Jere 
Cooper, Democrat of Tennessee, sug- 
gested that business offer suggestions for 
revision of the tax at the next session. 
This is a reversal from the usual practice 
of a subcommittee making a report and 
then conducting hearings on it to get 
business views. It is an even wider de- 
parture from the earlier days of the New 
Deal which, without consultation from 
any source, whipped its own tax bill into 
shape, and jammed it through Congress. 
Mr. Hanes, while critical of business if 
he thinks his position is justified, has a 
sympathetic understanding of it, has long 
urged tax relief and in the face of early 
administration opposition, advocated 
elimination of the onerous undistributed 
profits tax. This tax was struck out at 
the last session of Congress, due in no 
small part to the efforts of Mr. Hanes. 

In his letter, Mr. Hanes said that if 
individuals and representatives of or- 
ganizations desired to have their views 
put before the Committee in full he 
would arrange private hearings prior to 
Nov. 1 before the Treasury staff now 
compiling a record of present public tax 
opinions. 


Jewels Are Important 
In Paris Winter Styles, 
Says New York Times 


Fabulous jewels play an important 
part in Paris Winter fashions, cabled the 
New York Times’ Paris office, Aug. 21. 
“Bigger and better jewelry and more and 
more of it” is literally the style slogan 
of the season. Gone are discreet effects 
such as one jewel blazing against the 
background of a sombre frock. Cou- 
turiers often design the whole ensemble 
around a set of unusual jewelry. 

Whether real, semi-precious or “cir- 
cus” jewels are used, smart sets are 
opulent-looking. They often consist of 
a necklace, two or more bracelets, ear- 
rings, clips, hair ornaments and_ shoe- 
buckles. Long dangling earrings are 
back with low-dressed hair. Sometimes 
they brush the shoulders. 

Baroque pearls are being extensively 
revived for the first time in years. They 
go specially well with the Louis XIV 
and Neo-Oriental evening gowns, favored 
by many Paris designers. 

Chanel likes baroque pearls alone or 
combined with colored cabochon jewels, 
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using them in ornate, bunchy clusters 
like submarine plants, to complete her 
simple two-piece dance frocks. 

Other leading stylists make equally 
pronounced use of jewelry, the trend 
being to first select the jewels and then 
design the gown to suit them, rather than 
the other way around. 


7 


High School Lad's Essay 
In Gruen's Americanism Contest 
Read Before Congressmen 


Dwight Burnham of Macomb, IIl., is 
probably the only high school student in 
America whose views on patriotism are 
immortalized in the Congressional Record. 

It all came about because Dwight en- 
tered the Gruen contest for students 
which was sponsored by Gruen Jewelers 
in high schools throughout the country 
this spring. Each student was required 
to write a 50-word essay on “I’m Proud 
to Be an American Because . . .” 

Dwight didn’t win the grand prize of 
a $1000 scholarship to the college of his 
choice, but Bert Assasmith, Macomb’s 
Gruen jeweler, presented him with a 
Gruen wrist watch for writing the best 
essay in his home town. 

The essay was sincere, timely and well- 
written, and when Anton J. Johnson, 
Congressman from the Macomb district 
in the House of Representatives, saw it, 
he wrote to Dwight asking for permis- 
sion to read it on the floor of the House. 

This was the thrill of Dwight’s young 
life time. He obtained a copy of the 
essay from the R. R. Donnelly Co., who 
had taken charge of judging the contest, 
and sent it to Congressman Johnson. 
The essay was read in the House of 
Representatives and now appears in the 
Congressional Record. 





CLOCK TOO POPULAR 


French police have found that a clock 
in the Place de la Madeleine, one of the 
most popular spots in Paris, causes traf- 
fic blockades. When King George VI 
and Queen Elizabeth of England visited 
the French capital in 1939 the clock was 
removed to make simpler the handling of 
traffic. When the timepiece was restored 
traffic lagged because motorists slowed 
down to see the time. So the clock was 
removed again. 


STEUWER CO. REMOVES 


Mempuis, Tenn.—A. Graves Steuwer 
Co., jewelers, will leave 147 Madison in 
the autumn and return to South Main 
where they are completing a fine store 
room at No. 104. It will have a large 
floor space and is in a central part of 
retail district. Prior to the death of 
O. K. Steuwer, after about 45 years on 
S. Main, it moved to Madison. Now it 
returns to the opposite side of South 
Main. 


BEG PARDON 


Through some unaccountable error, the 
name of the attorney who represented 
Morris H. Mann in the important memo- 
randum case of Mann vs. Simpson, re- 
ported on page 134 of this magazine for 
August, was given as Daniel Price. This 
is incorrect. The lawyer who acted for 
Mr. Mann and won the decision in this 
important jeweler vs. pawnbroher case, 
was Daniel Levy, 11 W. 42nd St., New 
York. 
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A NEW Gill IDEA 


FOR EXTRA SALES 


SEWING hITS 





No. 22 
Lady 
Angela 


Price 
$5.00 





Here is, finally, the amazing com-~ 
bination of sheer practicality with 
marvellous eye-appeal. The needed 
but heretofore neglected sewing kit, 
done with understanding by Susan 
Bates. Beautifully compact cases 
women “fall for,” plus contents that 
are useful and right. Alert jewelers 
will quickly recognize in these sets 
an important addition to their finer 
. .Write for de- 


gift merchandise . 


scriptive booklet and prices. 


Cy Bastes + son 


Chester, Conn. ¢ New York Office: 366 Fifth Ave. 





Schick Dry Shaver, Inc., Names 
Ralph J. Cordiner President; 
R. W. Johnson Advertising Manager 


Stramrorp, Conn.—Ralph J. Cordiner, 
who has been manager of the appliance 
and merchandise department of the Gen- 
eral Electric Co., Bridgeport, Conn., 
was called to the presidency of Schick 
Dry Shaver, Inc., on Aug. 1. 

Since his graduation from Whitman 
College 17 years ago, Mr. Cordiner has 
been associated with the producing and 
marketing of electrical appliances and 
brings to his new connection a wealth of 
experience and ability in this field. 

Following several years as sales execu- 
tive in the appliance field in the Pacific 
Coast and in Chicago, in 1932 Mr. Cord- 
iner came to Bridgeport as manager and 
chairman of the management committee 
of the heating device section of the Edi- 
son General Electric Appliance Co. Two 
years later he was appointed assistant 
manager of appliance sales and in 1935 
became manager of the radio division. 

In 1936 he was made assistant mana- 
ger of the appliance and merchandise 
department, becoming manager in Janu- 
ary, 1938, when he was also named chair- 
man of the appliance sales committee. 

Mr. Cordiner is a director of several 
important New England industrial con- 
cerns and his background of selling and 
management in the appliance field should 
prove a valuable asset to Schick Dry 
Shaver, Inc. 

Schick Dry Shaver, Inc., has appointed 
Roy W. Johnson as advertising manager. 
Mr. Johnson has been advertising mana- 








Ralph J. Cordiner 


ger of the household appliance division 
of the General Electric Co. for the past 
two years and has served in other adver- 
tising and sales capacity with that com- 
pany for a period of almost 10 years. 
Prior to that time he was connected with 
the Campbell-Ewald Advertising Agency, 
Detroit. 


REGAL & BLUM EXPAND 


Mixton, Pa.—After only eight months 
here, the jewelry firm of Regal & Blum 
has taken larger quarters at 14 Broad- 
way, to accommodate increasing business. 
The modernized store has a new front 
and a walnut-finished interior. Walter 
Evans is manager. 
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HOTEL SHERMAN 


HEADQUARTERS OF THE 


NATIONAL JEWELERS 
CONVENTION 


SEPT. 18 TO 21, 1939 


Center of theatres, shops, stores and business; convenient trans- 
portation to all parts of the city. A hotel renowned among travelers. 


1700 ROOMS*1I700 BATHS. . FROM $2.50 

Car Right 

HOME OF THE NEW PANTHER ROOM 
OF THE COLLEGE INN 


——CHICAGO— 
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National Spot Radio Hits 
New Highs With Surprising 
Showing in Jewelry 


“Spot” radio advertising on a national 
basis, which has increase by leaps and 
bounds during the past few years, ap- 
pears destined to continue its meteoric 
rise, according to studies appearing re- 
cently in Advertising Age and Sales 
Management. 

Analysis of available data, plus checks 
by well-informed radio sources, place the 
total volume of national spot announce- 
ments last year at the astonishing total 
of $30,786,400 ! 

The most surprising showing in na- 
tional spot radio was recorded by the 
jewelry and silverware classification. 
This was accounted for by the substan- 
tial investments of the Bulova Watch 
Co. and other watch advertisers in time 
signal and chain break announcements. 

Largest single user of national spot 
radio, according to a detailed break- 
down, published in the same issue of 
Advertising Age was the Bulova Watch 
Co. with Proctor & Gamble, General 
Mills and Standard Oil of N. J. follow- 
ing in second, third and fourth positions. 

Several other firms in the jewelry field 
also made substantial use of this form 
of advertising, Gruen, Longines-Witt- 
nauer and Benrus watches and Oneida 
Silver all coming in for mention in the 
analysis. 





B. D. Howes & Son Opens 
Larger Store in Los Angeles 


Los Ancetes—B. D. Howes & Son, 
one of Los Angeles’ oldest retail jewelry 
firms, last month occupied the corner of 
Wilshire Boulevard and Westmoreland 
Ave. after being located for the past 20 
years at 527 West 7th St. The present 
site is in the center of the exclusive Wil- 
shire Boulevard better shopping district. 
Stock in the new store is being increased 
and new lines are being added. 

In commenting on this move and busi- 
ness expansion, Durward Howes, presi- 
dent of the firm, said, “There are definite 
indications that retail business is enter- 
ing an era of stability and normal pros- 
perity. It is my opinion that if we wait 
for conditions abroad to be settled down 
before we hit normal stride in business 
in America, then 25 years from now we 
will still be waiting. Personally, I 
haven’t that time to waste.” 





Bird's Eye Maple Cases Feature 
New Hollywood Store 


Hottywoop, Cat.—The Vogue Jewelry 
Co. have moved to fine new quarters at 
6621 Hollywood Blvd. A feature of the 
interior woodwork is the use of bird’s 
eye maple in the cases, many of which 
are individual ones permitting specialized 
displays. 

The Vogue Jewelry Co. has been on 
Hollywood Boulevard for the past six 
years. Max Katz and Henry Gold are 
the partners, while the store is managed 
by Fred Jacobson. 





Burglars entered the store of John 
Fuhrbach, Amarillo, Tex., through a sky- 
light on the night of July 27 and stole 
10 Hamilton watches of recent issuance. 
Some were taken from the front display 
window and were passed through the 
transom at the front entrance. 
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“SWEET ARE THE USES OF ADVERSITY" 





PERFECT SHAVE 


FROM THE START OR Your MONEV-BACK 7 


Even Though You “Actually Madé No 
DISSATISFIED That The RAND 
Used, Ret oenttTolis and Keg x 


ce MO Questions Ask" 
aS. i 


is the Finest She 





INVEST ment if You 
+ € 1” Va RA’ 


That the most adverse circumstance can be turned into a blessing by an opportunist is proved by 


this picture, which tells its own story. 


The publicity which this unique window evoked was worth 


much more to this Kansas City store than the nine shavers which were taken, for the ingenuity of 
the store manager, Louis B, Lieberman, attracted the attention of the newspapers which had the 
window photographed for their news columns. 





Gems for the Digging 
Under Manhattan's Surface, 
Federal Writers Declare 


Dig your own jewels! New Yorkers 
who yearn to cover themselves with the 
magnificence of garnets, tourmalines, 
topazes, beryls, chrysoberyls and other 
semi-precious stones conceivably might 
find a sufficient number by poking about 
in the corners, of excavations almost any 
place on Manhattan Island. 








WHY ask your customers 
to pay more? 


BABY SHOES 


METALIZED 
Encased in SOLID METAL by 


the improved ARTCO process 
RETAIL 
$9.79 $ 4.50 
SINGLE PAIR 


Choice of BRONZE or 4 


other beautiful finishes. 


Solid bronze, genuine marble 
and onyx ash-trays, book 
ends, etc., for mounting at 
lowest prices. 

Quality workmanship and 
prompt, reliable service 
guaranteed. LIBERAL DIS- 
COUNTS. Write for complete 
information. Send us your 
next order. 


ARTCO 


METALIZERS 
5309 Wabada Ave., St. Louis, Mo. 
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Field workers of the Federal Writers’ 
Project of New York City, who turn up 
all manner of obscure facts concerning 
New York, have learned that Manhattan 
Island has beneath its surface many 
kinds and varieties of semi-precious stones 
and minerals. There is, however, only 
one instance of mining at a profit in New 
York. That was in 1888 when a deposit 
of garnets was discovered at Broadway 
and 65th St. Some smart opportunist, 
recognizing their value, hired a crew of 
men and cleaned out the deposit, making 
thereby a considerable fortune. The big- 
gest garnet ever found in the United 
States was tossed up out of a ditch in W. 
35th St. and given by an unknowing work- 
man to an equally unknowing shopkeeper, 
who used it for a doorstop. Its value 
was eventually recognized by a member 
of the New York Mineralogical Club, 
and it was turned over to the Museum 
of Natural History. 

Members of the Mineralogical Club 
have discovered some 99 species and 170 
varieties of semi-precious stones and 
minerals in Manhattan. Along the Hud- 
son between 58th and 63rd Sts. there are 
world-famous deposits of serpentine and 
anthophyllite, but they have never been 
profitably mined. Other deposits contain 
albite, biotite, epidote, orthoclase, stil- 
bite, dolomite, tremolite, magnetite, mar- 
casite, uraninite (one of the richest ra- 
dium ores), and heaven only knows how 
raany more. 

WALTER TO BULOVA 

Perry Walter, who has been known by 
the jewelry trade for the past 16 years, 
when he was assistant to the credit man- 
ager of Oneida, Ltd., has resigned from 
the staff of that company and now holds 
an executive position with the the Bulova 
Watch Co. 

Mr. Walter was born in Brookville. 
Pa. He graduated from Bucknell Uni- 
versity with an engineering degree. A 
few vears later his business career was 
interrupted by the war, through which 
he. served. 

Back in harness again after the armis- 
tice, Mr. Walter for four years was con- 
nected with Certainteed Products, and 
then joined the Wm. A. Rogers Co., 
which is now a division of Oneida, Ltd. 
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NEW 


CHELSEA 
CLOCKS 


In response to increased sales from 
coast to coast, Chelsea has intro- 
duced more new models in the past 
12 months than in any similar pe- 
riod. Here we show two of the new 
clocks that have met with much 
success. Do you stock them? 





Write us today if you have not re- 
ceived our latest catalogue and price 
list. Chelsea Clock Company, 988 
Everett Avenue, Chelsea, Mass. 


CHELSEA 
CLOCKS 











SIMONS 
THIMBLES 


Made in Sterling Silver— 
10Kt. and 14Kt. Gold 


everersoes 
bO>d d'o' 





SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 

















NEW MARCASITE LOCKETS 





Again we lead in the production of a smartly 
different and varied line of hand-made Mar- 
casite and Mother-of-Pearl Lockets in Ster- 
ling Silver. One of our most popular num- 
bers is CL900 with Mother-of-Pearl Cameo 
as illustrated above. 


TRADE KD MARK 
Write for Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 








Wisconsin Launches Instruction 
For Watchmakers in Two Cities; 


Other Areas Will Get Courses, Too 


MitwavkeE, Wis— Trade extension, 
which may be defined as adult, post- 
graduate courses for craftsmen, are now 
a reality in Wisconsin for watchmakers. 
These courses, conducted by a competent 
instructor provided by the Wisconsin 
Board of Vocational and Adult Educa- 
tion, consists of a two-hour lecture and 
discussion class one night every week or 
every other week. This instructor is 
supplied by the state and local vocational 
schools at no cost to the watchmakers. 

The state has been divided into 12 
areas and in each area plans are being 
made by the vocational schools to insti- 
tute the course. In Milwaukee and Ra- 
cine, the courses are to start with the 
opening of school in September. E. C. 
Schattschneider, West Allis, will conduct 
the Milwaukee class and B. W. Heald, 
Milwaukee, will conduct the class in 
Racine. It is expected that within a few 
weeks, plans now being developed, will 
result in these courses being furnished 
in Oshkosh, Appleton, Fond du Lac and 
[a Crosse. 

The Wisonsin Watchmakers Associa- 
tion is proud of this accomplishment and 
points out that this again shows what 
can be done by a strong active associa- 
tion of watchmakers. The watchmakers 
in Wisconsin who wish classes furnished 
in their locality should contact the direc- 
tor of their local vocational school and 
the secretary of the State Board of 


Examiners in Watchmaking, B. W. 
Heald, 339 N. 35th St., this city. 
North Dakota R. J. A. Remade 
In Meeting at Fargo 
Farco, N. D.—The North Dakota 


R.J.A., which has been in a dormant 
state for more than a decade, was re- 
vived at a meeting held at the Graver 
Hotel, here, Aug. 8. Another meeting to 
further plans will be held at Jamestown. 
during the latter part of September, at 
the call of the executive committee. The 
group will be affiliated with A.N.R.J.A. 

Officers elected: C. A. Bonham, Bis- 
marck, president; Iver Larson, Mandan, 
secretary; and vice-presidents, J. L. 
Jenks, Dickinson: W.M. Isaacs, LaMoure; 
A. S. Biorson, Devils Lake; A. B. De- 
Gree, Williston: G. H. Toring, Vallev 
City; T. W. Tellner, Jamestown; O. M. 
Steenstrup. Minot, and F. A. Arhart, 
Grand Forks. 





Wisconsin Sends Unlicensed 
Watchmaker to Jail for 30 Days 


Mitwavuker. Wis—On Aug. 3, J. F. 
Holmes, Gays Mills, Wis., was sentenced 
to serve 30 days in the Crawford County 
Jail at Prairie du Chien, Wis. 

Justice C. R. Rittenhouse, who passed 
the sentence, found Mr. Holmes guilty 
of repairing a watch without a certificate 
| of registration as required by the Wis- 
| consin law regulating watchmaking. 

The defendant was immediately taken 
| to jail by the sheriff and started serving 
| the sentence. 














| Oaxtanp, Cat.—A handsome, modern 

| store was recently opened at 1215 Broad- 
way, by Brent’s Credit Jewelers. Space 
is greater than in the old store. Harry 
Brent is president, and Peter Forster. 
manager. 
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Here’s a profit maker 
* 


Protects against 
| SILVER TARNISH 






@ Your customers need 
Pro-Tex-Sil because it 
keeps silver lustrous and 
saves them both time and 
work. This is why you 
find Pro-Tex-Sil easy to 
sell to every purchaser 
of silverware or silver 
jewelry. Just put Pro-Tex-Sil on display 
in your store and watch the turnover. Re- 
member! Pro-Tex-Sil is advertised in Good 
Housekeeping. Month after month the 
women readers send 10 cents for sample 
bottles. This means that they are inter- 
ested in protecting their silver and will 
soon buy a $1 bottle. This is why you 
should put Pro-Tex-Sil on display in your 
store RIGHT NOW! 


WRITE FOR FREE SAMPLE 
Buy from your supplier 


@ Send a postcard today for a free sample 
of Pro-Tex-Sil. See for yourself why 
jewelers are stocking this much needed 
tarnish preventive. Try it on your own 
silver as a test. ASK YOUR SUPPLIER 
about Pro-Tex-Sil. Place your order with 


him. Welmaid Mfg. Corp., Dept. 912, 
5852 Broadway, Chicago. 

SAVES 
PRO-TEXR-BIL sivex 


\. _ Advertised in Good Housekeeping J 








NOBLE FINDING 


CAN BE DESCRIBED IN JUST 
ONE WORD 


Rurpetior 


HONEST QUALITY 
SUPERIOR FINISH 
EXPERT WORKMANSHIP 
PROMPT SERVICE 


- These factors guarantee 
all NOBLE findings to 
give the same satisfaction 
that Jewelers everywhere 
find in using the famous 


(N)BRAND SOLDER] 


LOOK FOR THIS TRADEMARK (N) 








F. H. NOBLE & COMPANY 
535-559 W. 59th Street 
CHICAGO, ILLINOIS 
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J. Ortman, wholesaler and retailer, has 
moved to 10 E. 47th St. from 1358 Sixth 
Ave. 

William Sude has purchased the jewel- 
ry store of J. Carulli at 427 Plandome 
Road, Manhasset. 

The Louis Watch Co., 580 Fifth Ave., 
have taken larger quarters on the 11th 
floor of the same building. 

Henry Miller, of Miller & Veit, 630 
Fifth Ave., returned on the Nieww Am- 
sterdam, Aug. 10, after visiting the 
diamond markets. 


Herman J. Leffert, of the Helbros 
Watch Co., returned here late last month 
after a month’s trip to the factory in 
Geneva, Switzerland. 


The Worcester Royal Porcelain Co., 
Ltd., of Worcester, England, has taken 
a suite of offices and showrooms at 19 
E. 47th St., with E. N. Khouri as man- 
ager. 

James G. Noyes, executive secretary 
of the Jewelers Security Alliance, was 
taking life easy last month at Christmas 
Cove, Me. He returns to his duties after 
Labor Day. 

E. M. Cohan, president, Cohan-Epner 
Co., Inc. contract electroplaters and 
finishers, 142 W. 14th St., has returned 
from a three months vacation in Miami 
Beach, Fla. 

Maurice. Davidson, of Davidson Bros. 
& Co., Inc., 608 Fifth Ave., has just re- 
turned from a purchasing trip to the 
diamond markets of Antwerp and 
Amsterdam. 

Adolph L. Viewig, Sr., who operated a 
store at 138 Reid Ave., Brooklyn, died 
suddenly on July 28. He is survived by 
his widow and two sons, Adolph, Jr., and 
Richard Albert Viewig. 

Albert Ramsay & Co., Inc., importers 
of precious stones, has leased space in 
the International Building, Rockefeller 
Center. The firm has been at 665 Fifth 
Ave. for the past six years. 

The Mossalone Co., manufacturers of 
diamond, platinum jewelry, have annexed 
the adjoining offices at 48 W. 48th St., 
doubling their floor space. Extensive 
alterations have been made. 

S. Swaap, of the firm of W. Swaap, 
Amsterdam diamond cutters, has arrived 
here in the company of Mrs. Swaap, and 
is visiting the World’s Fair and renewing 
acquaintanceships in the trade here. 

Van Cleef & Arpels, Ine., Parisian 
jewelers, have opened a New York show- 
room and office on the third floor of La 
Maison Francaise, in Rockefeller Center. 
This internationally famous house also 
has a London branch. 

George W. Frost, 70, Irvington, N. J., 
jeweler and optometrist, died at his home 
on Aug. 2. He established his business 
in 1899, and conducted it until two years 
ago when he gave over management to 
his son, Theodore M. Frost. 

The S. J. Surnamer Co., advertising, 
has doubled the size and modernized its 
offices at 370 Seventh Ave., in an effort 
to keep up with a growing business. 
Its sales this year are reported to be 
running 25 per cent ahead of 1938, 

John J. Schneider, covering Philadel- 
phia, Baltimore, Washington and New 
England; H. A. Allen, covering the 
South, and M. O. Wilbur, the Middle- 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1939 





west states, have left on their Fall trips 
for Amber Mines, Inc., New York, with 
enlarged lines. 

Moe Adels, formerly president of 
Adels, Inc., announces that he has with- 
drawn from the firm and has established 
M. Adels Co., on the 16th floor at the 
same address, 64 W. 48th St. He will 
continue to import diamonds and carry 
a line of diamond rings. 

William D. Reeder, who was for 57 
years connected with the jewelry manu- 
facturing firm of Enos Richardson & Co., 
Inc., 21 Maiden Lane, died Aug. 11, at 
the age of 81 years. He had always 
worked for the same firm and at one 
time was secretary. He retired nine 
years ago. 

Forced to move from their store by 
demolition of the building they occupied 
at 4 E. 57th St., which is to be replaced 
by the new home of Tiffany & Co., the 
Varga Jewelry Co. has rented a store in 
the Plaza Bldg., 625 Madison Ave. This 
will be the seventh move of the Varga 
firm, which was established in 1910. 

Arthur Goldstein, who was associated 
with Silberman, Kohn & Wallenstein, 
jewelry manufacturers at 216 E. 45th 
St., for the past 20 years, and Julius 
Garzick, who was with the same firm 
for 10 years, have formed the firm of 
Goldstein-Gerson, Inc., to manufacture 
mountings, at 7 W. 45th St. 


Busch & Sons’ expect to open their new | 


store at Broad and William Sts., New- 
ark, about Sept. 1. A Georgian marble 
frieze, pilasters and serpentine marble 
base will present a luxurious exterior. 
The store will be air-conditioned. The 
store now occupied at High St. and 
Springfield Ave. will be continued. 

A cablegram = recently received by 
Walter N. Kahn, of L. M. Kahn & Co., 
608 Fifth Ave:, from Alfred Bonas, in 
London, conveyed news of the death of 
his brother, Ben Bonas, of the Diamond 
Syndicate brokers, Henry Bonas & Co., 
23 Holborn Viaduct, London. The de- 
ceased was well known to the diamond 
trade on both sides of the Atlantic. 

Members of the trade and amateur 
fanciers of precious stones will have the 
opportunity to study their character- 
istics in an evening course, which will 
be conducted in 15 weekly meetings at 
New York University, by Prof. G. I. 
Finlay, chairman of the department of 
geology in the Washington Square Col- 
lege of N.Y.U. Prof. Finlay will describe 
the history and origin of gems; their 
preparation for market; the techniques 
used to distinguish natural from artificial 
stones, and will demonstrate gemology 
equipment. There are no entrance re- 
quirements. The first class is on Thurs- 
day evening, Sept. 28. 

William Sugarman, president of the 
Long Island Outfitting Co., with stores 
in Brooklyn, Jamaica, Flushing and 
Hempstead, N. Y., and apparel and 
jewelry departments in four units of the 
Summerfield Co., a New England furni- 
ture chain, died July 15, at the Lenox 
Hill Hospital. Born in Russia, 61 years 
ago, Mr. Sugarman came to Canada as 
a young man. Later entering the United 
States, he had a peddler’s route, before 
opening his first credit clothing store, 
which he developed into the business 
which is reported to have a sales volume 
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GraAFF, WASHBOURNE & DUNN 
FINE SILVERSMITHS 
SPECIAL ORDERS 

SOLICITED 


142 WEST 14th STREET 
NEW YORK 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-9 
BRENET WATCH CO. 
266 W. 40th St.,New York 
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IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 








87 Nassau St.. N.Y. BArclay 7-7245 











§. J. SURNAMER CO.—370-7th Ave., N.Y 





ENCRUSTERS 
STONE RINGS ENGRAVED 


@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 


Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 


Graders for Jobbing Stones and La 
Work Carefully and Promptly Ft 





oie | 
Diamond Mounted Jewelry 


WHITELAW BROTHERS 
Diamond Importers and Cutters 
48 West 48th St. New York City 














BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City. 














Antique Jewelry 
( Reproductions ) 
Reautifully designed in 
Gold. with colored stone 
centers, surrounded by dia- 
monds; with enameling. 
Send for quotations 
JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 


NEW YORK, N. Y 











IT TAKES POWER 


to run even the smallest watch. Power 
that can be replenished in full by wind- 
ing without being reduced by setting 
of the mainspring. 


Sandsteel Crosscurved 

Mainsprings 
come nearest to that ideal 
crosscurving concentrates maximum 


power in mainsprings and 
resistance to setting. 


Patented. Made in U.S.A. by 
WATCH-MOTOR 
MAINSPRING CO., INC. 
145 Hudson St. New York; N. Y. 


because 


increases 

















@ PATENT YOUR IDEAS 


send a Sketch or Model ok 
of your invention for . 






e On records searched 
for “ANY Invention or Trade Mark 
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RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improvéd Line 
18 Crawford St. Newark, N. J. 
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DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since 1911. 

Fred. F. Sehwartz 
87 Nassau St. N. Y¥.C 
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The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST C 


DEAN COMPANY 


87 NASSAU ST. NEW YORK, N 








TM 


| 
| 
| 
| 


| 
| 


| from the 


| Gardel; 
| bookkeeper, who had accompanied him 


of millions. The business is being con- 
tinued under the supervision of his sons, 
Charles Sugarman, executor, and Lester 
Sugarman. 

Friends of the late Max Gelula, who 
was in the jewelry trade for 40 years, 
will attend the unveiling of a monument 
in his honor, Sunday, Sept. 10, at the 
Community Synagogue Cemetery, Pleasa 
antville, N. J. For ten years Mr. Gelula 
had been in business at Cortlandt and 
Broadway, later for ten more years was 
at 42nd St. and Broadway, and for the 
last 16 years was in Atlantic City. 

Wiss Sons, Inc., Newark, N. J., has 
bought an adjoining property at 32 W. 
Park St., which will be altered to make 
it suitable for a gift showroom, display 
center for china and glassware and a 
gemological laboratory. The offices will 
be moved into the new premises. Invis- 
ible windows will be installed. Altera- 
tions will be a in October. 


Shapiro Reports Rhiboey of 
Jewelry Worth $10,000; 
Negroes Take $5,000 Loot 


Two robbers, one of whom gained the 
confidence of Abraham Shapiro, jewelry 
maker at 2 West 47th St., New York, 
by showing a diamond bracelet which 
needed repairs, gained admission to the 
office on the morning of Aug. 1 and 
scooped up jewelry valued at approxi- 
mately $10,000. 

Mr. Shapiro told police that a swarthy 
man, of about 40 years, came into the 
office and showed the bracelet. Mr. 
Shapiro admitted him to the inner office. 
A moment later the robber opened the 
door to the inner office to admit his ac- 
complice who, Mr. Shapiro told the po- 
lice, prodded him with what he thought 
was a revolver. After binding and gag- 
ging Mr. Shapiro, they emptied the open 
safe. 

It was not until noon that the jeweler 
was released from his bonds. He re- 
ported that his loss was .covered by in- 
surance. 

On the preceding Thursday two armed 
negroes sneaked up the stairs to a fire 
tower on 47th St., at the rear of 576 
Fifth Ave., New York, and entered the 
office of Ferris E. Reeve, gem dealer, 
and George H. Mutell, silver dealer. They 
bound both men and a shipping clerk, 
and then proceeded to rifle the safe and 
show cases, getting an estimated $5,000 
in jewelry and $160 in cash. 


Thugs Trail Diamond Importers 
To Office, Bind Them, and 
Escape with $25,000 Loot 


A trio of thugs, apparently familiar 
with the routine of Robert Gardel & 
Theodore Schefler, arrived in the office 
of the diamond firm, on the eighth floor 
at 665 Fifth Ave., New York, at 9 o’clock 
on the morning of Aug. 23, and waited 
for Mr. Gardel to arrive from a nearby 
deposit vault with the firm’s stock of 
diamonds. Relieving Mr. Gardel of the 
case of gems, worth an estimated $25,- 


| 000, the trio made their getaway without 


arousing the suspicions of anyone in the 


| building, which contains the offices of 


numerous jewelry firms. 

Before leaving, the thugs took the 
precaution of binding with wire Mr. 
Miss Gertrude Lindenbert, 21, 


and Saul Lenkowsky, 38, 
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vault, 














salesman, who had been sorting the mail 
when the trio came in. 


NOBLE R. FULLER 

Kansas Crry, Mo.—Noble RK. Fuller, 
secretary-treasurer of Edwards-l udwig- 
Fuller Jewelry Co.. wholesale jewelers 
of Kansas City, Mo., died Saturday, Aug. 
19. Mr. Fuller joined the business in 
1895 when it was known as Edwards & 
Sloane. Mr. Fuller was a former presi- 
dent and member of the advisory board 
and other important committees of the 
National Wholesale Jewelers Association, 
He served as the first president of the 
Kansas City Wholesale Jewelers Asso- 
ciation., and in other capacities. He was 
active in civic associations and had been 
« member of the Chamber of Commerce. 
His widow, Mrs. Lura W. Fuller, 6201 
Swope Parkway, survives him. 


Marks Henvetman, 91, who started in 
the jewelry business in 1873, died July 
30 at Towanda, Pa. His son, Fred M. 
Hendelman, associated with his father 
for the last 25 vears, will continue the 
business. 

Grorcre A. Huaeins, of the George W. 
Huggins Co., Wilmington, N. C., died 
July 27 after a long illness. 

Herman Epstern, 63, Eastern repre- 
sentative of the Gardner Pocketbook Co., 
of St. Louis, Mo., with offices at 1 W. 
34th St., died suddenly on Aug. 7 at his 
home in New York. 

Frank J. Horak, Cedar Rapids, Iowa, 
manufacturing jeweler, died July 20 
after a lingering illness. 

Homer C. Devuste, 66, associated for 
the last half century with the Canton, O. 
jewelry store founded by his grandfather, 
and later operated by his father, George 
Deuble, Jr., died Aug. 15, following an 
vperation. His brother, Horace E. Deu- 
ble, was associated in business with him. 


JEWELER FLIES ATLANTIC 

Nelson L. Brackin, of Brackin’s, who 
operates jewelry stores in Birmingham, 
Montgomery, Mobile, Jackson, Miss., 
Pensacola, Fla., and West Point, Ga., in 
flying across the Atlantic on the Pan 
American Clipper, on Saturday, Aug. 12, 
is believed to be the first retail jeweler 
in the United States to fly the ocean. 
Mr. Brackin planned to visit England, 
Holland, Germany, Belgium and France. 
Regular service over two routes began 
on June 28, 


BERNAT'S NEW SHOW ROOM 
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Above is the new show room of the Bernat Co., 
15 Maiden Lane, New York, into which the firm 
moved,- last month, after extensive remodelling. 
A complete showing of the Swank line of men's 
jcwelry, for which the Bernat Co. are distributors 
and upon which they concentrate their efforts, is 
constantly maintained so visiting retailers may 
inspect the entire range of items available. 
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THAT COST $2,000! 
BOUGHT IN PARIS, IN f 
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ROUILLARD. THE ii ft 
CLOCKS WERE MADE if we 
OF REAL DIAMONDS. i% 
THE FIRST TIME THEY Name 
WERE WORN, HOWEVER Vi 
THEY DEVELOPED A 
NUMBER OF RUNS 
AND WERE NEVER 
USED AGAIN... 


my 
| 





iif 


i 





The FAMOUS ORLOFF 
DIAMOND WAS STOLEN IN PERSIA BY 

A FRENCH SOLDIER (1772) WHO 
CONCEALED IT IN A SELF-INFLICTED 
WOUND IN THE CALF OF HIS LEG-- 
SMUGGLED IT INTO INDIA -- WHERE IT 
WAS SOLD TO AN ARMENIAN TRADER -- 
FROM WHOM PRINCE ORLOFF OF 
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RUSSIA PURCHASED IT FOR $200,000 / 
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$375,000 Watch Factory in 
Australia Will Employ Swiss 


Wasuincton—Reports to the Com- 
merce Department from Australia are 
that the manufacture of watch move- 
ments is to be undertaken for the first 
time in that country, but that the sale 
of American-made movements will not 
be affected. A firm of jewelers in Syd- 
ney has made arrangements to import 
the necessary equipment and to bring a 
number of skilled Swiss workers to start 
the industry. The report said that the 
new venture will cost about $375,000. 

While watch cases have been made in 
Australia for several years, all watch 
movements have been imported. Imports 
for the year ended June 30, 1939 were 
valued at $115,000, of which Switzerland 
accounted for more than 95 per cent. 
Imports of wrist watches and cases were 
valued at $541,000, Switzerland supply- 
ing about 90 per cent. During the same 
period, Australia purchased watch move- 
ments from the United States valued at 
$1800 and wrist watches and cases valued 
at $24,000. 

It is expected that the new organiza- 
tion will manufacture watches and watch 
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movements of the type now imported 
from Switzerland, thereby curtailing im- 
ports of the Swiss products. Since the 
American products are in a different 
price class, the report said that they 
are not likely to be affected by the new 
enterprise. 


New Jersey Watchmakers 
Organize for Licensing Law 


Rosette, N. J.—The Watchmakers’ 
Association of New Jersey, whose aim 
is a state law to register and license 
watch and clockmakers, was formed 
Aug. 16 at a meeting in the shop of C. 
Ernest Cashmore, 812 Chestnut St. 

By-laws were adopted and incorpora- 
tion papers have been applied for. 
Watchmakers of the state are requested 
to contact Mr. Cashmore, who was 
elected secretary. 

Other officers are: George Doehrmann, 
Elizabeth, president; B. Goldbeck, East 
Rutherford, vice-president, and Thomas 
P. Underwood, Hackensack, trustee. 
The board of directors is A. O. Seeler, 
Milburn, chairman; L. Romaine, Hack- 
ensack; William Geljack, Springfield, 
and Charles J. May, Chatham. 
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Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
110 West 40th St. & New York 





GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO, Inc. 


Sliversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 
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24 HOUR 


SERVICE —— 


Ra Z PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


i116 NASSAU ST. NEW YORK, N. Y. 
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FRANK KAUFFMANN 


1485 Third Avenue 
New York City 
IMPORTER 


of the world famous 
hand carved 


CUCKOO 
CLOCKS 


SPECIAL 
Dials, complete ..... $0.75 
Hands, —_ assorted Hr 
aeaundas d 


» pa 
Chains, pair ........ 1.00 


We also import: 
WALL. MANTELPIECE, 
400-DAY and GRAND- 
FATHER CLOCKS, alse 
} + tai and All 


arts. 
Write for new price list 























CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON 2y.i.cetats 


Z'RNKILTON 


PHILADELPHIA 








MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMer & GIBBONS, INC. 
117 So. 10TH Sr. 


PHILADELPHIA 











ELGIN & BELMAR 


aa ChE Ser 


LOUIS SICKLES 


1015 Chestnut St... Philadelphia, Pa. 
‘HWholesate Distrvibutorstothe Trade” 








Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


~~ Philadelphia 


BYARD F. BROGAN 








NATIONAL 
WATCH REPAIRING CO. 


Rendering Prompt and Efficient Service to 
a Discriminating Clientele all over U. S. 


727 Sansom St. Philadelphia, Pa. 














EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


COLD — SILVER — PLATINUM 


713 SANSOM ST. 


PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 


Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES. ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write fer tree book ‘Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa 



































Irving Zeiger, formerly of 802 Sansom 
St., is now in the jewelry section of a 
Pottstown, Pa., department store. 

Eugene Jump, secretary of J. E. Cald- 
well & Co., Chestnut and Juniper Sts., 
spent a week’s vacation Aug. 14-21, in 
Nova Scotia. 

Extensive alterations have been com- 
pleted on the jewelry store of B. Cohen 
& Sons, Chester, Pa. The front was re- 


faced and the interior redecorated and ° 


air-conditioned. 

Removal of abandoned trolley tracks 
and repaving of Sansom Street between 
7th and 8th Sts., Philadelphia’s “Maiden 
Lane,” was completed last month. A new 
brick paving expedites traffic in the 
crowded thoroughfare. 

The Furman L. Shaw jewelry store, 
one of Camden, N. J.’s oldest retail es- 
tablishments, recently returned to Fed- 
eral St., where it was located for 30 
years. The business has been located at 
539 Market St. for the past six years. 

Philip Kind, secretary, of S. Kind & 
Sons, Chestnut St. at Broad, spent a 
10-day vacation in Wrightsville Beach, 
N. C., last month. Oscar Kind, Sr., 
president of the firm, spent a two weeks 
vacation in July and August at Bald 
Mountain, Me. 

Charles F. Diesinger will open a 
branch store at 39 Coulter Ave., Ard- 
more, which will have air-conditioning 
and other features of a modern store. 
Mr. Diesinger will continue the business, 
at 1420 Walnut St., which was started 
by his father in 1886. 

Samuel Lashof, 7th and Sansom Sts., 
left Aug. 17 with his family for a vaca- 
tion trip to California, expecting to re- 
turn late in September. Mr. Lashof, 
president of the Sansom Street Business 
Men’s Association, was presented a wal- 
let by association members before he 
left. 

Joseph B. Bechtel, of Joseph B. Bech- 
tel & Co., 729 Sansom St., left Aug. 20 
for a week’s vacation tour through Penn- 
sylvania and Virginia. E. S. Bechtel, of 
the same firm, returned Aug. 7 after a 
week’s trip through New York State 
where he visited the Thousand Islands, 
and Chatauqua. 

Charles W. Smith, who recently became 
associated with Warner & West, jewelers 
in the Lincoln-Liberty Bldg., Broad and 
Chestnut Sts., is the new president of the 
Philadelphia Chapter, Knights of Colum- 
bus. He has just completed two years 
as district deputy for the 29th Pennsyl- 
vania District. 

Among out-of-town visitors expected 


| to attend the Philadelphia-New York 


Gift Show at the Benjamin Franklin 
Hotel Aug. 21-25 were Mr. and Mrs. 
Robert Duffee, Sharon, Pa.; Mr. S. Ap- 
pel, Lancaster, Pa.; J. J. Minster, Elk- 
ton, Md.; Arnold Schiffman, Greensboro, 
N. C.; Leroy Tuerke, Washington, D. C. 

Howard Aisenstein, of Aisenstein & 
Gordon, 712 Sansom St., left the last 
week in August for a vacation trip to 
the South. Philip Baltin, of the diamond 
department of the firm, spent a week’s 
vacation in August attending the New 
York World’s Fair. Miss H. Brown, 
bookkeeper of the concern, vacationed in 
Virginia. 

A record of 11 games won as against 
only two losses was compiled by a soft- 
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ball team representing S. Kind & Sons 
up to Aug. 15. With several more games 
to be played, the Kind team expected to 
maintain its average for its most success- 
ful season to date. Among teams de- 
feated was a representative of J. E. 
Caldwell & Co. 

Employment, payrolls and the number 
of employe-hours worked in Pennsylvania 
jewelry and novelty factories increased 
markedly in July over both June, 1939, 
and July, 1938. The percentage of in- 
creases were as follows: employment, 1.2 
over June and 6.4 over 1938; payrolls, 
2.6 over June and 23.8 over 1938; em- 
ploye-hours, 1.9 over June and 19.8 over 
1938. 

Regular meetings of the Philadelphia 
Horological Guild will be resumed after 
a summer lay-off Sept. 5 at the Franklin 
Institute. Watchmakers interested were 
invited to attend to take part in a new 
program for fall and winter activities 
lined up last month by a guild committee. 
Five members of the local guild went to 
Lancaster, Pa., Aug. 20, to lay steps for 
forming a guild among watchmakers in 
that city. 

Elwood Weaver, of Bailey, Banks & 
Biddle Co., 1218 Chestnut St., left Aug. 
18 for a two week’s trip by train to visit 
a brother in California. Charles Har- 
rison, of the store staff, was to leave 
Aug. 21 for a two-weeks vacation in 
Cape May. Norman Treat also spent a 
vacation in Cape May last month. Other 
vacationists from the store during Au- 
gust were George Borda and Edward 
McDowell. 

The Sansom Street Young Men’s Busi- 
ness Association will hold its first fall 
meeting early in September. The date 
tentatively was set by President Michael 
Orloff as Sept. 14. As a start for their 
fourth year of existence the younger 
jewelry men will elect officers. The first 
fall meeting of the Sansom Street Busi- 
ness Men’s Association, the senior group, 
will be held shortly after the young 
men’s meeting. 

A former dress model was held in $800 
bail for a hearing last month, charged 
with stealing a $55 watch from the jew- 
elry section of a Chestnut Street depart- 
ment store. A. Vernon Haig, salesman 
in the jewelry section, told a magistrate 
that he showed the watch to the woman 
and that after she left the store the 
watch was missing. Thomas Martin, a 
store detective, stopped the woman on 
the street three days later because he 
recognized the watch. 





Freeman's, Allentown, Pa., Adds 
50-Foot Chinaware Department 


ALLENTOWN, Pa.— Freemans jewelry 
store is undergoing extensive alterations, 
and an addition is being built to the 
store 50 feet deep, for the display of 
chinaware. P. A. Freeman started in 
business here in 1908. 
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Wonson, Inc., retail jewelers, 154 South 
Main St., Fall River, Mass., is in process 
of liquidation. 

The Harwood Mfg. Co. has been incor- 
porated in Providence for the manufac- 
ture of jewelry by Samuel H. Workman, 
Morris Horovitz and Zelda S. Delerson. 

Thieves forced a door leading to the 
display window of the Quinn Jewelry 
Co., 235 Weybosset St. recently and 
looted the window of watches and jew- 
elry valued at $370. 

Incorporation: in Connecticut of Morri- 
son’s, Inc. for the transaction of jewel- 
ers’ business at 134 Main St., Bristol, has 
been announced. Edward R. Morrison 
of Plainville is president and treasurer 
of the new company. 

Dennis J. Reagan, proprietor of D. J. 
Reagan Co., retail jewelers, died July 31 
after a short illness. Mr. Reagan had 
heen a resident of Providence for the 
past 50 years and had been a retail 
jeweler for the past 41 years. 

William Rich, formerly associated with 
Oneida, Ltd., has joined the sales depart- 
ment of R. Wallace & Sons in Walling- 
ford, Conn. Perry Walters, former 
assistant credit manager of Oneida, is 
now associated with Bulova Watch Co. 

Fire in a storage shed next to Sadler 
Bros. factory in South Attleboro con- 
taining celluloid caused damage: esti- 
mated at $10,000 but quick action on the 
part of the Attleboro fire department 
prevented the flames from spreading to 
the jewelry factory. 

George Rice, manager of the Weybos- 
set Jewelry Co., retail jewelers, Provi- 
dence, recently resigned. He had been 
associated with the James A. Foster Co. 
for over 45 years. His plans for the 
future will be perfected while he is en- 
joying a well earned two months’ va- 
cation. 

F. L. Torrey & Co. has been incorpor- 
ated in Attleboro with H. Winslow 
Brown holding the position of president, 
with Oscar Bellevance as treasurer and 
clerk. The new organization will carry 
on the business formerly transacted un- 
der the same name, chiefly the manufac- 
ture of belt buckles. 

Mrs. J. C. Brady was elected president 
of the J. C. Brady Co., Inc., well known 
electroplating concern, following the 
death of her husband recently. An- 
nouncement was also made that James 
V. Egan was elected secretary and that 
the company would remain in its present 
location at 82 Clifford St. 

Outings of jewelry manufacturing 
companies during recent weeks included 


the following: Swank Products, Inc., 
Attleboro; Universal Optical Corp.; 
Cohn & Rosenberger, Inc.; Silverman 
Bros.; General Plate Co., Attleboro; 


Kestenman Bros. Mfg. Co.; Freeman- 
Daughaday Co.; L. G. Balfour Co., At- 
tleboro, and Brier Mfg. Co. 

At the recent annual sales conference 
of the Hadley Co., sales representatives 
were treated to a preview of the com- 
pany’s fall sales campaign by a member 
of the advertising agency handling the 
account. Included in the week’s func- 
tions was a sail down Narragansett Bay 
aboard the yacht of George A. Ingleby, 
vice-president and general manager of 
the Hadley Co. 

Henry Wolcott, 82, for many years a 
manufacturing jeweler in Providence as 
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president and treasurer of the Wolcott 
Mfg. Co. until its liquidation in 1930, 
died suddenly at his home in Brookline, 
Mass., July 21. Mr. Wolcott was presi- 
dent of the N. E. Manufacturing Jewel- 
ers and Silversmiths Association for 
three years beginning in 1916 and in 1920 
held a similar post with the Manufac- 
turing Jewelers’ Board of Trade. As a 
young man Mr. Wolcott was associated 
with R. L. Moorehead Co. and at one 
time was foreman of the Theodore W. 
Foster & Bros. Co. 

The Providence-Attleboro branch of 
the American Electro-platers Society 
was represented at its recent convention 
by an attractive display arranged by the 
Mark Weisberg Laboratories. Included 
in the display were 36 individual jewelry 
finishes, colored by John F. Brady, Inc., 
an unusual application of heavy silver 
plate on flat-ware by the Gorham Mfg. 
Co., an example of spot silver plating on 
spoons by Reed & Barton Co. and a 
group of white metal castings by the 
Mark Weisberg Laboratories. The Prov- 
idence - Attleboro branch was repre- 
sented by Mark Weisberg, Donald Wood 
and Charles Chace. 





F. D. R.'s Earlier Thanksgiving 
Hampers Production Schedule, 
Lament R. |. Jewelry Makers 


Provipence—President Roosevelt’s an- 
nouncement that he would advance the 
observance of Thanksgiving this year by 
one week drew condemnation and praise 
from business and industry in Rhode 
Island. 

Retail jewelers, along with other dis- 
tributing outlets, endorsed the move in 
the belief that the lengthening of the 
Christmas shopping season would be of 
definite benefit to them. 

Jewelry and other manufacturers, 
however, urged Governor Vanderbilt to 
retain the last Thursday of November as 
the date for the celebration in this state 
because they felt that their production 
periods were being shortened by a week 
under the President’s plan. 

The jewelry makers pointed out that 
they already face a handicap in that the 
bulk of their year’s business is done 
during the fall months and that this year 
their problem is magnified by the re- 
striction of their work week under the 
wages and hours law. Governor Vander- 
bilt, after studying the claims of both 
groups decided that he would follow 
tradition and name the last Thursday in 
his State proclamation. 





Trifari, Krussman & Fishel 
To Consolidate Manufacturing 
In Enlarged Providence Plants 


Provinence—Rental options have been 
acquired on two local properties by Tri- 
fari, Krussman & Fishel, prominent New 
York manufacturers of costume jewelry, 
under a plan whereby the company 
would consolidate the major portion of 
its New York manufacturing facilities 
with its Providence plant, Leo F. Kruss- 
man, a partner in the firm announced 
here Aug. 13. 

The Trifari concern plans to set up 
here one of the most modern manufac- 
turing plants in the industry, Mr. Kruss- 
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man stated, and may eventually employ 
from 300 to 400 persons. The number 
of persons at work in the Rhode Island 
Jewelry Co., 72 Clifford St. wholly 
owned subsidiary of the New York con- 
cern, has already been doubled, it was 
announced, and operations will be pro- 
gressively increased. 

Mr. Krussman spent a week in Rhode 
Island investigating for the purchase of 
the most modern productive machinery 
and obtaining the options on 25,000 
square feet of floor space. 





GET MIDGET CAR AGENCY 
Provence, R. I1.—When citizens of 
this region want to see or buy the new 
Crosley automobile they’ve got to visit a 


jeweler’s. 
The latter, Rogers Jewelry, 248 West- 
minster St., several weeks ago  be- 


came an authorized Crosley car dealer 
with exclusive rights for Providence and 
adjacent territory. 


MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 





For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





REED & BARTON 


Approved by Good Housekeeping 
A superie * polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 












22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 
_ Providence _Bhode Island 
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MFG. CO.. ATTLEBORO, MASS. 
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Ka} Manufacturers of Pocket 
Knives, also Comb and Fite 





id 
Sets for Good Will Gifts. 
Your Trade Mark, or 
Fraternal emblem Imprinted. 

May we helo von? 


i 
Nat JEWELRY<« CUTLERY NOVELTY CO. 
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GET IT!! 


Real Business in Ameri- 
can Watches is waiting 
for you to—"'Come and 
Get it," with the new 
models of — 


ELGIN 
HAMILTON 
WALTHAM 


Complete Stocks available 
for rapid delivery. 

















WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY ® 
8 HOPKINS PLACE, BALTIMORE, MD. 


OUR SALESMAN 


will soon call on you 
with a complete line of jewelry 


ELGIN WATCHES 


SETH THOMAS CLOCKS 
WESTCLOX 
INGERSOLLS 

RONSON LIGHTERS 

SILEX COFFEE MAKERS 

ADMIRAL RADIOS 


and an extensive line of 


EASTON WATCHES 
Hl 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 

















WHOLESALE JEWELERS 


IMPORTERS OF 


DIAMONDS 














Beck’s of Knoxville, Tenn., is opening 
a new store in that city. 

Naddel Bros., 3219 Eastern Ave., are 
installing new show windows. 

Mrs. Eglan, of the Ray Jewelry Co., 
of Rome, Ga., is vacationing at Miami. 

Jack Kasten, of Lynchburg, Va., re- 
cently visited the New York World's 
Fair during his vacation. 

M. Sutherlin has succeeded the late 
E. Yalovitz as the proprietor of the La 
Grange Jewelry Co., La Grange, Ga. 

A collection of 75 antique watches was 
recently displayed at Schneer’s Norfolk, 
Va., and attracted much public notice. 

Another new branch store has been 
opened by Henry’s, of Roxboro, N. C. 
ag 3 unit is located at Roanoke Rapids, 

One of the windows of the B. J. Svejda 
jewelry store at 2340 East Monument St., 
Baltimore, was smashed on the morning 
of Aug. 21. 

Morris Levinson, of the Morris Jew- 
elry Co., Gastonia, N. C., was the guest 
for some time of his parents, who live 
in Baltimore. 

A window of the R. A. Burton Com- 
pany in Richmond, Va., was smashed by 
a thief, who got away with two valuable 
diamond rings. 

Thos. B. Miller, formerly of Oklulgee, 
Okla., has joined the staff of Murray 
Jewelry Co., Paris, Tenn. He is a native 
of Corinth, Miss. 

Harry Lowenstein, of the Louis Jew- 
elry and Optical Company, Richmond, 
Va., and Mrs. Lowenstein, vacationed at 
Virginia Beach, last month. 

The Jewel Box, Bristol, Va.’s newest 
jewelry store, was formally opened Aug. 
9. David B. Winestein, formerly of 
Nashville, Tenn., is manager. 

Stock in the George R. Anderson jew- 
elry store in Macon, Ga., was damaged 
by smoke and water on July 29, when 
fire destroyed a building next door. 

H. A. Goldberg, a jeweler at Cooper’s, 
Portsmouth, Va., and Mrs. Goldberg, 
celebrated their silver wedding on Au- 
gust 9 with a dance at Virginia Beach. 

Sidney Kosch, of Spartanburg. S. C., 
who recently opened a branch store at 
Asheville, N. C., early last month visited 
Baltimore and called on the wholesale 
trade. 

Miss Cecelia Brown, secretary of J. 
Brown’s Loan Office, Inc., 213 W. Balti- 
more St., Baltimore, is vacationing for 
two months in Los Angeles and San 
Francisco. 

Charles Reyner, of Reyner’s, Inc., Co- 
lumbia, S. C., has returned from a short 
vacation: trip to the World’s Fair. He 
was accompanied by Mrs. Reyner and 
their children. 

H. E. Hart, of Johnson City, Tenn., is 
about to move his store across the street 
to a new location, which will be equipped 
with marble and vitreous tile. 

William L. Bowen, of McRae, Ga., not 
only has a reputation as jeweler in that 
town, but has undertaken the publication 
of a newspaper, which is widely read in 
Telfair county, Ga. 

To accommodate increasing business, 
Royal Jewelers Supply Co. has taken 
larger quarters at 21 N. Liberty St. 
Baltimore. The business was formerly 
at 205 W. Fayette St. 
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The Wilhelm Jewelry Co., of Tampa, 
Fla., has been chartered here with 100 
shares of stock having a par value of 
$100 a share. J. R. Wilhelm, M. A. Bar- 
nett and W. J. Bivens are directors. 

A new glass brick front and illumin- 
ated name sign are being installed at J. 
Tom Cook’s jewelry store, 603 Cherry 
St., Macon, Ga. Mr. Cook is secretary 
and a past president of the Georgia 
R.J.A. 

Maier & Berkele, Atlanta, Ga., are 
planning to modernize‘the store at an 
early ‘date.. A recently ‘installed store 
front, with “invisible glass” windows 
will be left intact, but new fixtures and 
a new lighting system will be installed. 

A negro, who on July 15 smashed a 
window in the jewelry store of Thomas 
Overbeck & Son, at 212 N. Liberty St., 
was tried in the Criminal Court Aug. 2 
and sentenced to two years in the Mary- 
land Penitentiary. He stole four watches 
valued at $56. 

A city ordinance of Columbus, Ga., 
levying a special tax on chain stores, has 
been upheld by Superior Court Judge 
C. F. M. McLaughlin. The tax, based 
upon the number of stores in the national 
chain, ranges from $50 to $1,800 per 
store annually. 

Climbing through a sky-light in the 
top of the store, burglars on Aug. 8, 
entered the store of R. C. Schneider and 
Son, Atlanta, Ga., and secured a number 
of inexpensive watches and rings. The 
more expensive jewelry was locked in 
the safe, and was not touched. 

The Athens, Ga., store of Mrs. Jacob 
Bush, is being extensively re-conditioned. 
with the addition of a new balcony 
carrying offices and sales rooms. New 
fluorescent lights are being added, be- 
lieved to be the first in the section, and 
the store is being air-conditioned. 

L. E. Kaiser Klock Co., one of the 
Baltimore establishments which special- 
izes in clocks from the big hall pieces to 
the small mantel units, has moved from 
221 N. Liberty St., which location it oc- 
cupied for years, to 82114 N. Charles St., 
in a section which makes up one of the 
centers of the jewelry trade. 

B. L. and Dick Turner, who have op- 
erated a store at Corpus Christi, Texas, 
for the past five years, opened a new 
store in Austin, Texas, at 9th and Con- 
gress Ave. Aug. 10. B. L. Turner, who 
manages the new store, is secretary of 
the Texas R. J. A. He has been study- 
ing gemology for three years. 

After 18 years in partnership, Harry 
Busch and Max Friedman have severed 
their business relationship, and on Aug. 
3, the former took sole possession of 
Royal Jewelers, Knoxville, Tenn. The 
store now occupies two floors at 213 S. 
Gay St. Mr. Friedman expects to open 
a jewelry store under his own name. 

The Jewelers’ Bowling League of Bal- 
timore is expected to resume its weekly 
contests at the Recreation alleys on the 
evening of Sept. 7. There will be either 
ten or twelve teams in the league, and 
the ranks of these teams will be recruited 
from among the young men who have 
proved their skill in the sport. 

Arnold Schiffman, of Schiffman’s, Jew- 
elers, Greensboro, N. C., provided an 
interesting evening for the Greensboro 
Rotary Club recently, when the conduct- 
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ed a forum on gemology. He passed 
aroud 35 samples of rough minerals and 
asked them to try to identify them. He 
stressed the fact that there is nothing 
older than gems. 

An unusual business building idea 
which has been employed by Friedman & 
Co., Savannah, Ga., is a “one cent sale” 
which is conducted from July 20 to Aug. 
5 of each year. Customers can secure 
any item in the store for a penny down 
payment. The plan has been used for a 
number of years and serves as a stimu- 
lant to business: during the quiet period 
of late July and early August. 

Joe C. Bettencourt, San Antonio, Tex., 
manufacturing jeweler, sailed Aug. 23, 
from New York, on the Manhattan, to 
attend the conference of British Junior 
Chambers of Commerce, Sept. 21 to 23, 
as Official representative of the U. S. 
Junior Chamber of Commerce. Before 
the conference he will visit Germany, the 
watch and material markets in Switzer- 
land, and then Italy, Algiers, and Paris. 





Jeweler's Reference Book 
Compiled By Manufacturer 
For Retailer Clients 


Atxtanta, Ga.—An exceptionally use- 
ful book has just been distributed by the 
Kimberly Jewelry Co., jewelry manu- 
facturers, to their more than 1,000 retail 
jewelry customers. 

Entitled “The Jeweler’s Reference,” 
this 50-page booklet contains a wide 
assortment of useful information about 
metals, alloys, solders, precious and semi- 
precious. stones, engraving, mountings 
and repair work of all kinds. 

It does not pretend to be a complete 
reference work on any of the subjects 
touched upon since extensive treatment 
of them would require a volume of en- 
cyclopaedic size, but presents in ready, 
condensed form, the major facts on the 
many topics about which questions are 
so often asked of jewelers by their retail 
customers. 

“In printing this booklet,” said Mr. 
C. R. Kimberly, president of the Kim- 
berly Jewelry Co., “it is our hope that 
jewelers will find it useful to them in 
their every-day business dealings. 








Foster Returns to Knoxville 
As Beck Store Manager 

Knoxvitte, Tenn.—C. L. Foster, who 
has returned here after an absence of 
several years, reports that the new store 





C. L. Foster 


of the Beck Jewelry & Optical Co. at | 
621 S. Gay St., which he is managing, ex- 
ceeded expectations for business during 
August. L. C. Beck, Fort Wayne, Ind., 
is president of the firm. 

The store presents a smart appear- 
ance inside and out. Concealed wall 
lighting is augmented by hanging fix- 
tures and overhead display case lights. 

Mr. Foster in 1935 became manager of 
the Schneer Jewelry chain and later 
went with the Kay Jewelry Co. in Wash- 
ington, D. C. 


SEIZES WINDOW SMASHER 





Wasuincron, D. C.—Archie Finni- 
gan, night watchman, bided his time 
when he saw a man crash a_ paper- 


wrapped brick through a window of the 
Castelberg Jewelry Corp., 1004 F St., 
N. W., the morning of Aug. 3. Instead 
of rushing after the thief, he stepped 
into the shadows, and sure enough, after 
the thief saw that he was not being pur- 
sued he returned and snatched half a 
dozen watches through the broken win- 
dow. It was then that Finnigan nabbed 
him. 











S. C. CREDIT JEWELERS ORGANIZE—Formation of a state association of credit jewelers was 
discussed as members of the trade from all parts of South Carolina gathered at the Hotel Columbia, 
in Columbia, S. C., recently. The jewelers, shown at their dinner, met with a number of manufacturers’ 
representatives and talked over ideas and problems of the jewelry trade in that state. J. W. Hamilton, 
(center, standing) president of Hamilton's, Columbia, served as temporary chairman. Officers of the 

association will be named later. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1939 





Approximately 60 attended. 


139 


hi Enjoy . Mima : 
# NEW YORK! 


ul 








In its spirit of friendliness, too, The 
Lexington is truly an outpost of 
Hawaii! Guests find it easy to prelong 
their stay—and leave eager to return. 
Stop at this hotel on your next trip to 
New York— conveniently located in 
the heart of the Grand Central area. 


HOTEL LEXINGTON, 


Lexington Ave. at 48th St., New York 
Charles E Rochester. Vice-President & Managing Director 








104-106 WEST 
FAYETTE STREET 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 





SIMPLE SOLDERING 
BOTH HARD AND SOFT 
By Edward Thatcher 


This simply written 76. page book is 
packed with valuable and practical infor- 
mation for the worker in gold and silver. 
Describes and illustrates the methods and 
tools successfully used in soldering. 
Price 75 Cents Postpaid 
(Cloth Bound) 
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BOOST SILVER SALES 
Write Us ON YOUR PROMOTION Ideas. 
Well Made, Plain and Chased Sterling. 


A. G. SCHULTZ COMPANY 
423 E. Lombard Street, Baltimore, Maryland 























if you want a Complete Catalog of 


€) FULLERS FINDINGS 


toe assist and enable you te 
ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 








‘CHROMIUM 
PLATINUM 


| SILVERWARE, 28 











SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 











Srcomparable 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK o 
BECKER-HECKMAN CO. 
29 E. Madison St. CHICAGO, nt. 





Your JOBBER HAs 


NEWALL 
“Quality Findings” 





The Newall Mfg. Co. - Chicago 














DIAMOND CUTTING 


Re-Cutting Price Net—Special 


% and % Carat $5; % and % Carat $9 

% and % Carat 7/| % and 1 Carat 10 

Removing Chips $1.50 to $3.00 
Estimates Furnished 

Memeo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 

















Send Glass Sizes for Estimate 
Designs end Materiais - No ODligation 


CAMDEN FT Co. 160 NWells Sc. 


. CHICAGO. ILL. 








W. Waters Schwab, J. R. Wood & 
Sons, Inc., New York, spent some time 


in Chicago last month visiting their 
Chicago manager, Al Long, and calling 
on members of the trade. 

Emil Noel, wholesaler jeweler with 
headquarters in the Heyworth Building, 
returned recently from a three weeks’ 
automobile vacation and fishing trip 
ey in Minnesota, accompanied by Mrs. 
Noel. 

Miss Ruth Tritten of the Star Watch 
Case Co.’s Chicago office has returned 
from an enjoyable two weeks’ vacation, 
during which time her duties were looked 
after here by Le Moyne T. Cronenwett 
from the home office at Ludington, Mich. 

P. M. Kant, sales manager of Hamil- 
ton Watch Co., Lancaster, Pa., paid a 
brief visit to friends here last month en 
route to California on a business trip by 
plane. Ross Atkinson of the home office 
also spent several days here at the Chi- 
cago office. 

Two young men with threatening guns 
entered the Lorenz Jewelry Co. at 2332 
W. Roosevelt Rd. one afternoon early 
last month and while one guarded Albert 
Koninger, the other gathered up watches 
and jewelry from the cases and cash 
from the register. They also took all the 
repair watches in the store. 

Hans Bagge, who has been associated 
with J. Milhenning, Inc., for the past 15 
years, was recently appointed city sales 
manager to succeed Henry Brookstra, 
resigned, and now vice-president of 
R. Harflinger & Co. Mr. Bagge is a cer- 
tified gemologist and secretary of the 
Central division of the American Gem 
Society. 

Harry E. Farquarson, 75, who was as- 
sociated with the jewelry trade in Chi- 
cago for about 50 years, died Aug. 16 
after a brief illness. Mr. Farquarson be- 
came associated with Benj. Allen & Co. 
in 1890 and after a few months in the 
optical department joined the jewelry 
sales force and traveled for several years 
in Texas and southern territory. He then 
became a manufacturer’s representative 
in this territory, and remained active 
in the trade up to the time of his death. 
He never completely recovered from an 
injury received two years ago in a bus 
accident. 

The fourth annual soft ball classic be- 
tween teams representing Benj. Allen & 
Co. of Chicago and the Elgin National 
Watch Co., Elgin, was played in Grant 
Park, Chicago, on Wednesday night, 
Aug. 16. This year Elgin was not able 
to thwart the attack or penetrate the de- 
fense of the Benj. Allen & Co. team 
with Leland Fay in the pitcher’s box, 
and lost by a score of 6 to 5. The rec- 
ord now stands—three wins for Benj. 
Allen & Co. and one for Elgin. Follow- 
ing the game John G. Leiner, general 
manager of Benj. Allen & Co., was host 
to more than 50 players and friends, 26 
of whom were from Elgin, with dinner 
and entertainment at the Tllinois Ath- 
letic Club. 





NAY'S REORGANIZES 


Anverson, Inv.—After a temporary 
suspension of business, Nay’s Jewelry 
Store, reopened Aug. 5, under the man- 
agement of E. J. Nay and Richard E. 
Nay. The firm is ten years old. 
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Chicago Premium Firms Ordered 
By FTC to Discontinue Claim 


Of Connection With Silver Makers 


WasHincron — Willam C. Steffy and 
G. V. Parkinson, trading as Atlas Globe 
China Co., Advertising Department, 
Rogers Silverware Distributors, Bor- 
deaux China Co. and China Sales Syndi- 
cate, 549 W. Washington Blvd., Chicago, 
were ordered by the Federal Trade Com- 
mission to discontinue false representa- 
tions in the sale and distribution of 
silverware, earthenware, chinaware, ra- 
dios or sales promotional plans and to 
also discontinue the use of lottery meth- 
ods in the sale of merchandise. 

Under the order, the respondents are 
to cease representing through the use 
of the term “Rogers Silverware,” or 
similar terms, that they are connected 
with the manufacturers of Simon L. and 
George H. Rogers Silverware, or that 
premium certificates, cards, coupons or 
similar devices can be redeemed in Simon 
L. and George H. Rogers Silverware. 
The order further directs the respon- 
dents to discontinue claims that they are 
connected with any other manufacturer 
of silverware, chinaware, or earthenware 
or that their certificates, cards, or cou- 
pons are redeemable in any merchandise 
unless that is a fact and unless the terms 
of such offers are clearly stated. 


Kinsley-Kovsky Co., St. Louis, 


Moves to New, Larger Quarters 

Sr. Louis—Kinsley-Kovsky Co., 407 
N. 8th St., have recently moved into the 
new home of Gothic Rings. Formerly lo- 
cated on the fifth floor of this building, 
they are now located in a larger plant on 
the fourth floor. 

The new quarters are completely new 
and modernized in every department. 
The factory is equipped with efficient 
machinery. The entire place is well 
lighted, and by means of an electric ven- 
tilating system there is a complete 
change of air in every part of the office 
and factory every five minutes. 





PECK HEADS PERRY CO. 

Perry, Oxra.— Edward Peck, of 
Champaigne, Ill., is new manager of the 
Perry Jewelry Co., 617 Delaware St. He 
succeeds Forrest Osborne, who left re- 
cently to enroll for a three-year course 
at the Southern College of Optometry, 
Memphis, Tenn. Mr. Peck is a graduate 
of Peoria, Ill., School of Watchmakers. 





PATTEE LOSES APPENDIX 
Mrnneapouis, Minn.—Lloyd G. Pat- 
tee, of S. H. Clausin & Co., Inc., whole- 
sale jewelers, president of the National 
Wholesale Jewelers Association, has 
been recovering rapidly fromthe effects 
of an appendectomy. 











CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell 
to the jewelry trade 


sneer 








e D.C. Percival, Jr., of D. C. Percival 
& Co., Inc., Boston, and a picked crew 
from Marblehead, followed the fleet 
along the north shore, and gave those 
visiting Annapolis “Midshipmen” some 
competition. He says, “The crew were 
fast workers on shore.” 


e Gus Felber, of the D. C. Percival & 
Co., Boston wholesalers, is back on the 
road after spending four weeks on the 
islands of Casco Bay, Me. 


e “Watchmaker Charlie” it will be from 
now on to the friends in the trade of 
Charles Purdom, recently with the Paul- 
son Co., Chicago, who has resigned to 
become special demonstrator of the 
Watch Master watch rate recorder, man- 
ufactured by American Time Products, 
Inc. New York. Mr. Purdom recently 
completed his initial tour of Northwest- 
ern states in the interests of the Watch 
Master. 


e Allen B. Pinero, president of Chicago 
Fraternal Association of Jewelers and 
Chanticleer of the Golden Roosters, who 
hunts deer in the deep North Woods in 
winter and fishes in Lake Superior in 


“Bucky” Pi- 
nero, 8, with 
the 25-pound 
trout his dad 
hooked. P.S. 
— The ciga- 
rette’s a 
candy one. 





the summer, and between times repre- 
sents Le Stage Mfg. Co., returned re- 
cently from Wisconsin with a 25-lb. Lake 
Superior trout and had it served for 
luncheon at the Chicago Jewelers Club 
with 39 members participating. That is 
“Bucky” Pinero, the 8-year-old “chip- 
off-the-old-block” holding the fish. 

@ George Hibbler, popular manufactur- 
er’s representative with headquarters in 
Kansas City, visited friends and mem- 
hers of the trade in Chicago last month 
as he was returning home from a vaca- 
tion trip. 

@ Herbert Jacobs, representative of 
Forstner Chain Corp., Irvington, N. J., 
returned last month from an extended 
vacation trip through the West to Cali- 
fornia and places of interest on the 
Pacific Coast. He was accompanied by 
his family. 

@ William Reilly, of the Evans Case 








MOUNTINGS YOU CAN SELL 


Special orders for one or lots 
Complete Mfg. Service for Retailers & 
Jobbers 


Submit us your designs and samples for Special Prices 


The CLYDE STONE CO., MFG. JEWELERS 
University Bidg., Denver, Colo. 
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Co., North Attleboro, left the factory 
during the first week in August with a 
complete line for a visit to all of the 
principal cities in the country. A unique 
feature of Mr. Reilly’s trip is that it will 
be made completely by airplane. 


e Nat R. Hirschhorn, representing 
Schein & Engel Co., New York, watch 
importers, is now out on his territory 
with many new styles. 


® Recent visitors to Toledo, Ohio, with 
their holiday lines were Harris Epstein, 
of the Jacques Kreisler Corp., and Dave 
Sillman, of the Benrus Watch Co. Both 
report better sales than last fall. 


@ Irving H. Kaufman, proprietor of Al- 
lison-Kaufman Co., Los Angeles, just re- 
turned from a business trip to the Ha- 
waiian Islands, experienced satisfactory 
business there. While the greater part 
of the jewelry business in Honolulu is 
conducted by Orientals, Kaufman found 
they run their business on the same 
ideals and standards as on the mainland. 
William F. Sebel, salesman for Allison- 
Kaufman and Irving Kaufman are now 
calling on the trade in their several ter- 
ritories with their new samples of Cali- 
fornia gold mountings. Both men will 
attend the N.A.C.J. convention in 
Chicago. 


@ While Reed Boots and Charlie Payne 
are on their long treks through the South 
other Town Criers who remained in Cin- 
cinnati were: Gene Frohmeyer, Dick 
Fenstermacher, Ollie Olsson, Jimmy 
Dunn, Dick Albert, Charles Rauch, Julian 
Hesse, Harold Hagedorn, Gus Kuhn- 
hein, Harold Haerr, Charles Dispeker 
and several others. 


@ Recent Cincinnati visitors among the 
road men included: Larry Covey and 
George Fredenberg, Parker Pen Co.; 
Bill Lewe, Louis Radt, Sam Newman 
and Phil Abrams, all diamond men; 


Paul Seibel, Hamilton Watch Co., and 
Fred Sayre, Wm. Dixon & Co. 





LARGEST TOPAZ CRYSTAL NOW IN SMITH- 
SONIAN INSTITUTION—The largest topaz crystal 
ever known—350,000 carats—has just been added 
to the mineral collection of the Smithsonian Insti- 
tution. It was found in the course of mining 
operations for other gems, in the Minas Geraes 
Province of Brazil. The single crystal weighs 153 
pounds. The ordinary topaz worn as a gem 
seldom would exceed 4 or 5 carats. Miss Mar- 
garet McKinnon is shown comparing her average 
topaz stone with the huge crystal. 
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DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upon request 


CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, Ill. 








McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 











WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 











fice WATCH CO. 


3S S.WABASH AVE. CHICAGO ILL. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 


DIAMONDS 


PITTSBURGH 


818 LIBERTY AVE., 




















GOLD and SIULVIER 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 
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i VERNON-BENSHOFE CO. 
933 Ridge Ave. Pittsburgh, Pe 

















JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & 5éth Sts. 239 West 39th St. 
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PITTSBURGH | 


Edward Meyer, Pittsburgh optician, 
recently opened a new jewelry store in 
Butler, Pa. 

Marling Miller, Wallace Miller & 
Brother, Uniontown, Pa., has returned 
from vacation. 

Milo Williams, Butler, Pa., jeweler, 
recently toured through the East and 
took in the Fair. 

E. H. Schaeffer, Charleroi, Pa., 
jeweler, has recently remodeled his store 
and added a new front. 

Abe Levinson, Charleroi, Pa., jeweler, 
has been confined to the Montifiore Hos- 
pital in this city suffering from arthritis. 

President Lynford A. Keating, of the 
Grogan Co., Inc., says that August sales 
were more than 30 per cent ahead of last 
year. 

Gerald J. Terheyden and family and 
Mr. and Mrs. Herbert J. Terheyden have 
returned from vacations spent at Atlan- 
tic City. 

Formal opening of the new Eger 
Credit Jewelers store, New Kensington, 
Pa., was held Aug. 10. David Eger is 


| proprietor. 


Le Roy Jewelry Co., Inc., 206 S. Main 
St., Akron, Ohio, recently completed ex- 
tensive alterations to their store, includ- 
ing a new front. 

William Teper, Washington, Pa., has 
recently remodeled his jewelry store. 
The improvements include a new front 
and new fixtures. 

Hardy & Hayes Co., Oliver Ave. and 
Wood St., have installed an air-condi- 
tioning system and maintain an atmos- 
phere 10 degrees lower than street tem- 
perature. 

David Weis of David Weis & Co., 
wholesale jewelers, Clark Bldg., left for 
the East a few days ago. He will attend 
the Fair and transact business ‘in New 
York before returning. 

Herman Auerbach, Pittsburgh district 
manager for M. A. Mead & Co., expects 
to return to the office shortly after La- 
bor Day. He has been convalescing 
at Conneaut Lake, Pa., all spring and 
summer. 

John M. Roberts & Sons Co. are using 
blue and gold reflector billboard signs 
along entering roads to the Pittsburgh 
district. The signs advertise Roberts 
diamonds and are placed at strategic 
locations. 

The third annual house show of the 
Samuel Weinhaus Co., 720 Penn Ave., 
will be held Sept. 5-12, featuring Queen 
Quality dressware and a complete line 
of holiday merchandise. the Weinhaus 
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THE SAMUEL WEINHAUS COMPANY 


WHOLESALE DISTRIBUTOR 


—WALTHAM 





WE HAVE THE INDORSEMENT OF THE 
RETAIL JEWELERS ASSOCIATION 
OF WESTERN PENNSYLVANIA 
"LET'S PULL TO-GETHER"—THAT'S COOPERATION 





THE MOST DIVERSIFIED LINE IN THE TRI-STATE AREA 





720-722 PENN AVE. 





PITTSBURGH, PENNA. 
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salesmen are now on the road and are 
turning in good business. 

Paul S. Hardy, president of the Hardy 
& Hayes Co., who has been vacationing 
in Canada with his family, will come 
down to New York in time to attend the 
A.N.R.J.A. convention. Francis McVay, 
of the company, and Miss Mae Reimer, 
of this city, were married recently. 

Maurice W. Rihn of the Terheyden 
Co. and family have returned from an 
eastern vacation during which time they 
attended the Fair and spent some time 
in the Pocono Mountains. Miss Mamie 
Hopper of the firm is spending her va- 
cation on the Pacific Coast and Miss 
Frances Henkel has just returned from 
the West. 

A well-attended meeting of the Retail 
Jewelers Association of Western Penn- 
sylvania was held at the Roosevelt 
Hotel, this city, Friday evening, Aug. 
18. Plans are now under way, according 
to Herman M. Hollander, legal adviser 
of the association, to organize other 
groups of jewelers throughout the Key- 
stone State. 

J. Loughrey Roberts, of John M. Rob- 
erts & Son Co., and family contemplates 
attending the New York World’s Fair 
in October. Mr. Roberts is much in fa- 
vor of the DeBeers diamond advertising 
campaign and said that prior to the 
adoption of the plan he had cooperated 
with the advertising agents in furnish- 
ing specific information on purchases by 
various classes of the buying public. 


Lancaster County Horological 
Guild Organized to Work for 
Pennsylvania Watchmaker Act 


Lancaster, Pa.—Attendance of watch- 
makers from 10 counties at a meeting 
Aug.. 20 here, when Lancaster County 
Guild, No. 6, of the Horological Associa- 
tion of Pennsylvania -was organized, 
indicates interest on behalf of watch- 
maker-licensing legislation in the Key- 
stone State. As a result meetings soon 
will be called in other counties. 

Thirty-five were enrolled as charter 
members and the following officers 
named: M. Norman Bair, Lancaster, 
president; Charles E. Reidenbach, Lititz, 
vice-president; Harry Kaufman, Lancas- 
ter, treasurer, and George F. Wiley, 
Lancaster, secretary. 

The meeting was conducted by George 
Niesslien, Pittsburgh, state president, 
and was attended by the following state 
officers: Howard O. Erwin, New Castle, 
vice-president; David A. Kaufman, 
Clarion, treasurer; J. Phillip Sommer, 
Pittsburgh, secretary, and Herman R. 
Pedrick, Philadelphia, and Hugh M. 
Owens, Clarion, directors. Mr. Pedrick. 
president of the Horological Guild of 
Philadelphia, was accompanied by the 
guild secretary, George Baitzel; R. J. 
Conway and Charles E. Vogel, all of 
Philadelphia. John T. Davis, Punxsu- 
tawney, secretary of the Jefferson 
County Guild, and his son also attended. 
Other guests were John J. Bowman and 
Charles Bowman, of the Bowman Tech- 
nical School, and Howard F. Beehler, of 
the technical research department of the 
Hamilton Watch Co., and Saul L. Solo- 
mon, wholesale jeweler and materials 
distributor, all of this city. 
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PENNSYLVANIA STATE CHAMPIONS. Here are the Hamilton ''Watchmen,"' 


Pennsylvania's leading soft 


ball players, who symbolized the precision of their watches when on Aug. 19 they downed Lowell Thomas' 
“Debtors and Creditors'' in a benefit performance at Mr. Thomas' estate in Pawling, N. Y. They traveled 
250 miles each way by bus, enjoyed a day and evening of boisterous fun, and met the largest group 
of celebreties they ever expect to encounter at one time. After their game, they saw Lowell Thomas’ 
famous team of celebreties which he calls the ''Nine Old Men" test their infield against Col. Teddy 
Roosevelt's equally famous ''Oysters.'' The Hamilton team has been Pennsylvania soft ball champions 
for several years. This year they are also bi-state leaders and are working toward a try for the world's 


championship at Chicago. 


Lower photo shows Col. Roosevelt, 


Graham McNamee, Bob Waddell, 


Hamilton director of advertising; Hamilton's President Kendig, and John Carter of the Lancaster New 

Era. Others in the Hamilton party included: Fred Boulton, export manager; Fred Huehnergarth, case 

order manager; Milton Manby, chief engineer; Herb Young, production manager; Clyde Dobbs, works 
engineer; John Roessner, employment supervisor; and R. Preston, production planning supervisor. 





Appellate Court's Decision 
About Pledged Memorandum Goods 
Draws Comment from Baer . 


The decision of the Appellate Division 
of the Supreme Court of New York, en- 
titling Morris H. Mann, _ wholesale 
jeweler, 580 Fifth Ave., to the return of 
a diamond ring or its value of $2,100 
from R. Simpson & Co., Inc., pawn- 
brokers, without reimbursing Simpson 
for $1,000 advanced on it in a loan to Al- 
fred M. Gouldon, to whom Mann deliv- 
ered the ring on memorandum, has 
aroused widespread interest throughout 
New York State. 

Ross A. Baer, counsel to the Execu- 
tive Board of Retail Jewelers Associa- 
tions of Greater New York, last month 
prepared the following explanation of 
the case (former discussion of which ap- 
peared on page 134 of THe JEweers’ 
Circutar-Keystone for August, 1939): 

The case revolves around and is controlled 
by a certain memorandum agreement signed 
by one Alfred M. Gouldon, and delivered to 
Mann, under which Gouldon received a dia- 
mond ring of the value of $2,100, which he 
subsequently pledged with Simpson for $1,000. 
The memorandum in its terms was express 
and unequivocal in stating that the ring was 
given to Gouldon for examination, remained 
the property of Mann, and was to be re- 
turned to Mann on demand. The memorandum 
also stated that the ring was not sold nor 
did the title. thereto pass until Mann was 
apprised of Gouldon’s selection and _ had 
rendered a bill of sale. 

After Gouldon pawned the ring with Simp- 
son for $1,000, he misappropriated the pro- 
ceeds, whereupon Mann, as plaintiff, sued 
Simpson, as defendant, claiming to be en- 
titled to the return of the ring or its value 
of $2,100 without reimbursing Simpson for 
the amount advanced to Gouldon. All the 
above was included in an agreed statement of 
facts submitted to the Appellate Division of 
the First Department for a decision. 

The primary question in this case was 
whether a custom in the jewelry trade known 
to all three parties involved, whereby Gouldon 
had the right to sell the ring to such cus- 
tomers as he might find, remitting $2,100 to 
Mann, or in default of a sale, returning the 
ring itself, was admissible under a state of 
pleading which set up a general denial and a 
pawnbreker’s lien as the sole defenses and did 
not include as a defense, the Factor’s Act. 
Simpson alleged that custom was included in 
the understanding between Mann and Gouldon 
when the ring was delivered to Gouldon, and 
claimed in the Appellate Division that the 
protection of the Factor’s Act entitled it to 
at least a return of the money advanced plus 
6 per cent interest, even though the Factor’s 
Act had not been specifically pleaded as a 
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defense in the original answer in the lower 
Court. The majority opinion of the Appellate 
Court was based on this technical point of 
pleading, and the decision may be briefly 
summed up as follows: 

When an article of jewelry is delivered 
under a written memorandum which is clear, 
certain, and unequivocal in its terms to the 
effect that the goods remain the property of 
the deliverer until a bill of sale is rendered 
therefor, no evidence of any custom or usage 
in the trade which would have the effect of 
varying the precise language of the memo- 
randum so that the pawnbroker may enjoy 
the protection of the Factor’s Act may be in- 
troduced unless the Factor’s Act is pleaded 
as a defense in an action attempting to re- 
cover the goods without payment to the pawn- 
broker of the money advanced by it. A de- 
fense of a pawnbroker’s lien, being a common 
law defense, is expressly controlled by com- 
mon law rules of evidence, so that Simpson 
could not show the custom; whereas the Fac- 
tor’s Act being purely statutory, would have 
waived the Parol Evidence Rule to the extent 
that Simpson could go through the memo- 
randum and show that the $1,000 was ad- 
vanced upon Gouldon’s indicia of ownership, 
which is precisely the situation the Factor’s 
Act is designed to cover. 

Accordingly, Simvson having only pleaded 
the Pawnbroker’s lien as a defense, and hav- 
ing omitted to set up the Factor’s Act, Mann 
was entitled to a return of the ring or its 
value without reimbursing Simpson for the 
money advanced by it to Gouldon. 





EIBLER STORE MOVES 


Ann Arzor, Micu.—The jewelry busi- 
ness of John B. Eibler will move from 
its present Main St. address, about the 
beginning of the University year, to 308 
S. State St. in the campus business dis- 
trict. The building formerly occupied 
by the College Inn is being completely 
remodeled. John B. Eibler, 84, founder 
of the business, has his two sons, Ru- 
dolph J. and Erwin J. Eibler, and a 
grandson, R. John Eibler, in the store 
with him. 


SILVER PRICES 
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1914 1939 


2TH 
ANNIVERSARY 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 


SPELLS 


25 years of satisfaction to our 
thousands of policyholders 
throughout the United States 
and Alaska. 


If you are not yet one of our 
policyholders, in justice to 
yourself, you should inquire 
about our plan of operation 
and savings. 

















PULSATING 
PERSONALITIES 


-..the men and women 
whose names and achieve- 
ments mean news always 
choose the Bellevue because 
every event of social, com- 


mercial and artistic importance 


Include 
Historic 
Philadelphia 


in Your 


BELLEVUE 
STRATFORD 


in Philadelphia centers here. 





IN PHILADELPHIA 
(Air-Conditioned CLAUDE H. BENNETT 


Rest t 
estaurants) General Manager 








DIAMOND-CUTTING 


expert work... fast service 





$ 9.00 per carat 
. 10.00 per carat 
11.00 per carat 
12.00 per carat 
14.00 per carat 
P00, 0m ol} tamer: Var: Bc 
. 18.00 per carat 
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SONS 


2 carat 
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'4 carat 


LITWIN & 


114 West 6th Street, Ohio 


Cincinnati, 








Diamond Rings - = -Specializing in 
Diamond Rings 
you can sell. 

Jewelry - - - - = -Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 


LOCKETS 


1/20th 12 Kt. Gold 


Filled lockets and 
chains individually 
boxed, assorted 


shapes, packed six 
to a carton. 


ONLY $16.50 
PER DOZEN. 


Send for assortment 
today. 


S. SILVERMAN CO. 


525 WALNUT ST. CINCINNATI, O. 

















FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 
* ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also ali well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 








AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 


VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 

You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of qualify and service. 
186 West Seventh St. Cincinnati, Ohio 

















Walter Williams, former jeweler of 
Milford, Ohio, has joined the sales staff 
of Lange, the jeweler, at Vine St. and 
Emery Arcade. 

Leonard Schmidt, jeweler at 818 Main 


St. for a number of years, will move his | 


store to 323 Ludlow Ave., in the business 
section of Clifton. 

Miss Elberta Kramer, daughter of 
John Kramer, who is associated with the 
George H. Newstedt Co., became Mrs. 
Len Larriman last month. 

Pat Jockers, who had been associated 
with several diamond cutting firms, has 
opened his own establishment in the 
Bell Block, 6th and Vine Sts. 

Robert L. Hummel, retail jeweler, re- 


turned from a fishing trip to St. Peters- | 


burg, Fla., while Buddy Knight came 
back from a piscatorial excursion at Ely, 
Minn. 

Cherrington Lee Fisher, best known 
as “Cherry,” of the Greenwold-Grift 
Co., returned with his family from a 
European trip. He retraced some of his 
steps on the battlefields of France. 

Edward Spitznagel of the George H. 
Newstedt store is back of the counter in 
the Race Street establishment. Mr. 
Spitznagel is a first lieutenant in the 
Ohio National Guard and was in the en- 
campment at Camp Perry. : 

A negro youth flipped three strap 
watches from a case at the Barker 
Jewelry Co., 442 Main St. The youth in- 
quired of Joseph Schouhoft, a clerk, 
whether the firm bought old gold. 
Schouhoft walked to the rear of the 
place to ask the owner. After the negro 
left the theft was discovered. The time- 
pieces were valued at $59.30. 

Harry D. Cook, 78, who retired re- 
cently as a salesman with Oskamp Nolt- 
ing Co., 26 W. 7th St., had been identi- 
fied with the firm 382 years. He was 
given a valuable watch by William W. 
Oskamp, president of the firm. Mr. Cook 
will continue to be active in the affairs 
of the Walnut Hills Lutheran Church 
of which he is treasurer and superin- 
tendent. He and Mrs. Cook have four 
children and five grandchildren. 

Letters sent out by a firm in an effort 
to collect on accounts should serve a 
dual purpose, said Fred J. Dixon, assis- 
tant credit manager of the Gruen Watch 
Co., in a talk before the Cincinnati As- 
sociation of Credit Men. A short resume 
of the talk set out that “there should be 
two purposes in the writing of letters 
concerning accounts due. First the let- 
ter should sell the idea of paying up the 
bill. Secondly it should retain, or, if 
possible, increase the good will of the 
recipient. The writing of such letters 
should be considered as much a sales as 
a collection function.” Mr. Dixon, in ad- 
dition to being associated with the Gruen 
firm, is an instructor in public speaking 
and business correspondence at the Eve- 
ning College, University of Cincinnati. 





SEGAL IN DETROIT 


The firm of H. Segal, 93 Nassau St., 
New York, importers of Swiss watch 
materials and English straps and makers 
of findings, chains and _ gold - filled 
jewelry, recently opened a branch sales 
office at 33 John R St., Detroit, Mich. 
Charles Segal is in charge of the new 
branch. The firm was established in 1890. 
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Arkansas R. J. A. Is Formed 
At Meeting of 30 Jewelers 
Held in Little Rock 


Lirrte Rock, Arx.—Arkansas_jewel- 
ers recently met at the Albert Pike 
Hotel here, and organized a state asso- 
ciation. A. R. Kennan, Fort Smith, was 
elected president; H. T. Purvis, Jones- 
boro, vice-president, and D. M. Stewart, 
Little Rock, secretary-treasurer. 

A program of ethics and improved 
business practices was adopted at the 
meeting, which was attended by 30 jew- 
elers. Four directors were elected and 
will form the executive board. They are: 
P. G. Keeby and Harry Scher, Little 
Rock; J. M. Stinson, Camden, and E. H. 
Stewart, Hope. The first state conven- 
tion will be held here April 14-15, 1940. 
The Arkansas group will affiliate with 
A.N.R.J.A. 

DULUTH WATCHMAKERS PICNIC 

DututrH, Minn.— The Watchmakers 
Association of Duluth, organized early 
this year, held its first annual picnic at 
Pike’s Lake, July 30. Fried chicken, and 
everything which goes with it, was plen- 
tiful, and swimming, boating and a 
horseshoe tournamant provided diver- 
sion. 

Monthly luncheon meetings are held 
at a local hotel. The officers are A. W. 
Skaggs, president; R. N. Schallenger, 
vice-president, and H. Schmidt, secre- 
tary-treasurer. 





HOUSE HAS 50TH ANNIVERSARY 

Gatva, Inut.—Frank H. House, who at 
15 earned the munificent sum of 50 cents 
a week when he was an apprentice 
watchmaker, recently observed the 50th 
anniversary of his own jewelry business. 
When he began in the trade he found 
nine-tenths of the watches key-wound. He 
served the Baptist Sunday School as its 
superintendent for 42 years. He is a 
charter member of the Rotary Club, an 
active member of the Chamber of Com- 
merce, president of the Galva Telephone 
Co. and has been a Mason for 46 years. 











Diamond Mountings 
and Wedding Rings 
Special order designs on request. 
The Schumer Brothers Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metals. 








SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 


THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 











WESTERN TRAY & CASE CO. 
MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 
Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Jewelers’ sales of trophies for sum- 
mer sporting events are exceeding those 
of former years. 

R. H. Houghton, silverware sales 
manager of A. Stowell Co., Inc., has re- 
turned after a well-earned rest. 

Norman Hayes, manager of D. C. Per- 
cival & Co., wholesalers, and family va- 
cationed at Sebasco Estates in Maine. 

Earl L. Tibbetts, a watchmaker well 
known in the trade, has opened a store 
at 441 Worcester St., Wellesley Hills, 
Mass. 

Thomas Wilson, of Sanger & Co.,, 
wholesale jewelers, 387 Washington St., 
and family are at their summer home 
on Buzzards Bay. 

C. A. Douglass, of Holmberg & Doug- 
lass Co., jewelers of Brookline, Mass., 
spent two weeks on the mountain trails 
of New Hampshire. 

M. A. Banks, of the N. C. Nelson Co., 
retail jewelers of Concord, N. H., and 
family spent July at their summer 
home at York Beach, Me. 

The R. C. Jewelery Co., Rumford, Me., 
was entered through a _ skylight by 
thieves on Aug. 3 and jewelry valued 
upwards of $500 was taken. 

Everitt C. Hardy, manager of the 
jewelry department of D. C. Percival & 
Co., Inc., vacationed with his family at 
Harwich Port on Cape Cod. 

S. M. Nathan, Fitchburg, Mass., 
jeweler, recently lost about $500 in 
jewelry to three men who smashed a 
window in the early morning. 

Burglars entered the store of Lurchin 
& Lurchin, St. Johnsbury, Vt., jewelers, 
through a rear door on Aug. 6 and stole 
jewelry valued upwards of $1,000. 

Clifton B. Lund, jeweler at 229 Clar- 
endon St., is working overtime during 
the absence of his son, Clarence, who, 
accompanied by his mother, is sojourning 
at Contoocook, N. H. 

F. C. Keniston, jeweler of Natick, who 
builds telescopes for a hobby, spent 
many hours inspecting Mars during its 
recent nearby visit. For vacation he will 
visit the New York Fair. 

Benjamin S. Battye, jeweler at 387 
Washington St., accompanied by Mrs. 
Battye, traveled from Boston to Savan- 
nah by boat and returned through Dixie 
and the Senandoah Valley by auto. 

Carl Lawton, of the E. H. Saxon Co., 
wholesale jewelers, 387 Washington St.. 
returned after two weeks cruise around 
Massachussets Bay. Carl says: “Tuna 
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Summetalic 
(Karat Gold on Sterling) 

and STERLING SILVER 
REAL STONE JEWELRY 


Sold 
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W. E. RICHARDS CO. 


ATTLEBORO, MASS 


direct to retailers 
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ODODE POTIONS | 


may be a hard fish to land, but it’s a 
great sport even to feed them.” 


Boston jewelers now keep ‘score on | 


the marriage intentions filed at City 
Hall. Fifty-one couples filed intentions 
Aug. 5 as against 22 for the same day 
last year. To Aug. 20 5160 couples have 
visited City Hall, a gain of 792 over the 
same period of last year. 

E. G. Swartchild, of Swartchild & Co., 
Chicago materials house, spent three 
days early in August visiting the Boston 
office at 387 Washington St. John C. 
Nelson, office manager, and the sales 
staff had perfected plans whereby Mr. 
Swartchild could meet many of the firm’s 
New England customers. 

Edmund W. Kirby, manufacturing 
jeweler, 373 Washington St., returning 
from a combined business and pleasure 
trip through Maine and New Hampshire, 


| 


| 








found dealers optimistic. Wedding sales | 


of the last four months have been excel- | 
increasing payrolls | 


lent, and_ steadily 
have stimulated public interest in quality 
products sold by jewelers. 

Hugh McLelland, 42, of Atlantic, 
Mass., a manufacturing jeweler, associ- 
ated with Herbert S. Crutchfield, 387 
Washington St., died in his sleep July 
30. A native of Scotland, he came to 
Boston about 10 years ago. A _ clever 
workman and a likable person, he was 
one of four brothers who served with the 
British Expeditionary Force throughout 
the World War. 

The funeral of Mrs. Charles T. Jen- 
kins, wife of the superintendent of the 
Boston & Albany Time Service, whose 
headquarters are in South Station, Bos- 
ton, was attended by railroad officials, 
members of the Ball Time Service, watch 
manufacturers, and wholesale and retail 
jewelers. Mr. Jenkins was one of the 
pioneers in the establishment of stand- 
ard time service on New England rail- 
roads. 


COME ON NOW, WHO DID IT? 


Peazopy, Mass.—A local jeweler who 
has been in business for 40 years re- 
cently amazed and amused the public 
with the following notice, posted in one 
of his windows: “Notice: Will the 
woman who borrowed my double-vision 
glasses a long time ago get ashamed and 
bring them back? Also, will the red- 
headed scoundrel who borrowed my 
screwdriver to fix his cigar lighter, 
bring it back, as I am mad.” 





MORAL—SHOW ONE AT A TIME 


Warervitte, Mre.—A thief who asked 
for a certain type of ring in several lo- 
cal jewelry stores finally succeeded in 
working his ruse at the jewelry store of 
Dieudonne Fortin. When Mrs. Fortin 
went to get the specified ring the man 
pocketed a tray of 16 rings, valued at 
about $1,000. The loss was not detected 
until after he had gone. 








WOOD & STRAND REMODEL 


NorrHampton, Mass.—Wood & Strand, 
jewelers, have been granted a permit to 
build a new front on their Main St. 
store. Francis M. Mahoney is the archi- 
tect and M. I. O’Connor is the con- 
tractor. 
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Buyers Attention! 


Try A BRAXTON Belt 
Free and See why 


thousands wear these 


comfort built belts. 














BRAXTON BELTS, with the 
exclusive built-in double com- 
fort feature, will keep your be'‘t 
customers smiling and happy. 
No BRAXTON wearer ever 
gets that cramped feeling. The 
BRAXTON is comfort personi- 
fied. Try one yourself and be 
convinced BRAXTON’S are 
the belts to sell in your store. 


Genuine 
COWHIDE, 
1” and 1%” 
$18.00 per dozen 
without buckles. 
Genuine PIGSKIN, 1” and 13%”, 
$24.00 per dozen without buckles. 
(With bronze tongue. buckles, add 
$1.50 per dozen extra.) Write us. 


1/20 — 10Kt. 
Yellow Gold 
Filled Belt 
Buckle, hand 
engraved, very 
fine finish. 


No. 1811 


Tie chains to 
match, $6 to 
$9 a dozen. 








Our representative will call on you if 
territory is covered. Samples will con- 
vince you what great values are at the 
prices quoted. Traveling men write for 
territory still open. 


Complete line of sterling silver belt 
buckles, hand engraved, $7.80 to $18.00 
per dozen. 


1/10th and 1/20th yellow gold filled 
belt buckles. $24.00 to $36.00 per 
dozen. 


Store Buyers! For Demonstration 
Purposes a “Braxton” Belt Sent to 
You Free. Write Today, Stating Your 
Size. 


Traveling men write for open territory 
commission basis. 


Queen City Buckle Mfg. Co. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 














Where to Buy 
IMPORTED 


China and Glass 








SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 





CANDELABRA CANDLESTICKS 
STEMWARE OECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 
THEODORE HAVILAND 


CHINA DINNERWARE 
* Made in Made in 
America ALSO France 
GENUINE FRENCH QUIMPER POTTLRY 
Prompt shipments from local stocks 
THEODORE HAVILAND & CO., ine. 
26 W. 23rd St. New York 


Wedgwood Ware! 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 

















162 Fifth Avenue, New York City 


ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. 8S. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 


FINE Fuh CHINA 


Famous the World Over 


Available from New York 


ROSENTHAL CHINA CORP. 148 Sth Ave., New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great 
variety of patterns and Genlgne. wae 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 


ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE 222 Maz"! 


NEW YORK, N. Y. 
































In the Field of Advertising 
and Trade Promotion 











Orders for the first week immediately 
following Toastmaster’s recent presenta- 
tion to the trade of a completely restyled 
and amplified line, jumped 36.6 ahead of 
the volume recorded for the first week 
following last year’s unveiling of new 
merchandise, according to K. C. Gifford, 
general sales manager. Dealers will have 
the backing this fall of one of the most 
powerful advertising campaigns in Toast- 
master history, beginning around Labor 
Day and continuing right through the 
noliday season. 

* * 

Six of its newest models are high- 
lighted by the Seth Thomas Clock Co., 
Thomaston, Conn., in its Catalog No. 802, 
issued last month, which gives the com- 
plete line for 1940. Seventy different 
styles, both keywound and electric, are 
illustrated in the handsome brochure of 
24 pages. The line is well balanced with 
modern and traditional types. 

* a * 

Coincident with the opening of the new 
fall and holiday lines of Swank jewelry, 
announcement has been made of the 
forthcoming national magazine advertis- 
ing campaign, which is the largest in the 
history of the firm. Readership of more 
than 50,000,000 will be obtained through 
such publications as the Saturday Eve- 
ning Post, Collier’s, Esquire, Time, Lib- 
erty, Life, Good Housekeeping and the 
Christian Science Monitor. Among the 
new style items to be featured this fall 
are the Duo-grams and the Key-Knife. 
The Duo-grams are a new initialed idea 
in crest-like design, available in_ belt 
buckles, tie clasps, cuff links, key chains 
and cravat chains. The Key-Knife is a 
1.0vel combination of keen blade and file 
and removable key blank which can be 
quickly cut to fit any lock. 

* * * 


A “junior” edition of Bruner-Ritter’s 
“Silent Salesman” counter and window 
display of Synchro-Lok watch-bands, 
which were introduced last spring, is now 
being shown to the trade. The junior case 
is of a walnut finish to harmonize with 
most jewelers’ show cases and window 
trims, and is 8% by 10 inches in size, and 
is given free with every dozen of Syn- 
chro-Lok B/R 1/20kt., gold-filled bands. 
Both junior and senior displays have a 
utility drawer for extra bands, parts and 
tools. 

* * . of 

The Waltham Watch Co., in its attrac- 
tive new dealers’ catalog of the 1940 line, 
which is now being distributed, features 
the fact that Waltham now has “the 
thinnest and smallest round watch ever 
made in America” for women. Small 
counter display cards, featuring certain 
watches, and a price list, are also in- 
cluded with the brochure which is done 
in a four-color process. 

* * - 

Growing interest of retail jewelers in 
children’s jewelry, demonstrated by the 
establishment of children’s jewelry de- 
partments, has led the Marathon Co., 
Attleboro, Mass., to increase its advertis- 
ing of Kiddie Kraft jewelry. Advertising 
in 41 different cities, reaching 30,000,000 
readers, will urge the consumer to buy 
jewelry as the ideal gift for a child. A 
unique hand-colored gift card, included in 
each display box, has added materially 
to the appeal of this quality line. 

* a * 

With orders running ahead of produc- 
tion, the Lasko Strap Co., Jersey City, N. 
J., reports spectacular response to its re- 
cently-introduced line of Neet Antelope 
straps. This new Lasko group of leather 
straps was created in a complete range 
of fall shades, including Riff red, caramel, 
black, muscatel and sable brown and 
offers such features as leather or metal 
loops, “streamlined” buckles, calfskin lin- 
ings and a comprehensive size range. In 
the opinion of an officer of the company, 
the success of this newest Neet creation 
adds an optimistic note to trade prospects 
for forthcoming fall and winter jewelry 
business as a whole. 

aK * * 

A new men’s watch, quite appropriately 
named “His Excellency’’—priced at $1,- 
000—gives the jeweler an excellent argu- 
ment in selling any 21-jewel Bulova 
watch, for the same 21-jewel movement 
used in “His Excellency” is now avail- 
able to every man and woman who 
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chooses any ate Bulova. To get this 
before the public eye a two-page adver- 
tisement in four colors is being run in 
Life magazine. The double-spread, seen 
by millions, will then appear, with a re- 
production of “His Excellency” on a spe- 
cial feature display, which will be sent to 
Authorized Bulova Distributors. Ribbons 
running from this five-color display will 
run to cases holding different models of 
these 21-jewel watches, making an attrac. 
tive window feature. “His Excellency” 
has an iridium-platinum case, the dial of 
which is set with 50 diamonds. 
* * - 


Highlighting the new Heller Certified 
cultured pearls promotion is an electri- 
pow: he ae display utilizing the latest 
method of light-projection, especiaily de- 
signed for jewelry store windows. The 
new display, together with the complete 
line, will be shown at both the A.N.R.J.A. 
and N.A.C.J. conventions. 

Sd + * 


The Wahl Co. has just released a new 
counter case to house the Eversharp re- 
peating pencil in a setting appropriate to 
its modern styling. Designed to be placed 
on top of the counter, it is compact and 
low so that it offers no obstruction to the 
use of the counter, and a small suction 
cup inserted in each corner assures it 
staying where it is wanted. The display 
is available in two sizes, one with a ca- 
a of 24 items; the other holding 48 
pencils. 





AUSTRALIAN JEWELER TOURS JU. S. 


L. Farhood, jeweler of Melbourne, 
Australia, in which country he is known 
as the “Diamond King,” left California 
Aug. 17, to return “down under” after a 
tour of America, which included visits 
to relatives in various parts of the coun- 
try. 

Mr. Farhood, who recently disposed 
of his jewelry business in a transaction 
running over a million dollars, is a mem- 
ber and former vice-president of the 
strong United Australian political party. 
He became the first foreigner to be made 
an honorary colonel on the Governor’s 
staff in Oklahoma. 


DISCONTINUES ENGLISH GOODS 


Mipptetown, Conn.—The Middletown 
Silver Co. is no longer handling English 
goods. 

The reduction in duty of 15 per cent, 
said M. S. Cornell, Jr., president and 
treasurer, was not a marked factor, in 
that it only reduced the landed cost of 
goods plus duty by something less than 
10 per cent, and did not obviate any of 
the difficulties experienced with methods 
and distance. 





Where to Buy 
DOMESTIC 


China and Glass 











LENOX CHINA 
SERVICE PLATES 


to 





DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 





HAWKES CRYSTAL 
GLASSWARE 





for discriminating 


people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 5th Ave. orp warserorr 
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MODERNIZATION FORUM 
(From page 88) 


hint of blue in white paint. These colors have been 
found to be least in light absorption and the greatest in 
light reflection. 





Fivorescent Licgutinc—In the June issue of Tue 
JeweLers Circuiar-Keystone, I read with interest, 
Mr. R. W. Morris’ delineation relative to “Light, Your 
Best Salesman.” Would you advise me where I could 
procure a catalog and essential information regarding the 
fluorescent lamp? R. B. M. 

Answer—Write to the nearest General Electric Co. 
office in your vicinity or to the General Electric Co., at 
551 Lexington Ave., New York City, for their catalog 
on fluorescent lighting. They will furnish you with the 
information you require. 


COMPACT SILVER SHOWING IN WINDOW 


A stepped display that simulates three table displays, 
but takes up only a few feet of window space, is used 
by the Bohm-Allen Jewelry Co., Denver, Colo., to dis- 
play three sterling silver patterns. 

Three boards covered with material similar to a 
table cloth, are used, the center one being placed higher 
than the other two which are placed one to the left, 
one to the right. Each board shows a plate, with knife, 
fork, spoon and salad fork in their proper positions, 
each set, however, different. 

A glass covered sign placed directly behind the high, 
center board presents the appeal: “Bohm-Allen offers 
three distinctive patterns in sterling silver.” A printed 
placard in front of each plate identifies the pattern. 





CARD SYSTEM TALLIES SHIPMENTS 


S & N Katz in Baltimore, Md., believe in cutting 
corners and saving time and labor whenever possible. 
They want to do the most work in the least time. So 
they devised a simple card form which has done away 
with a lot of book writing. 

It is called the “Shipping and Receiving Card” and 
it keeps track of all shipments to the firm and of all 
shipments from the store to customers by registered 
mail, express, insured mail and so on. For any given 
transaction one of these cards is simply checked to 
record the desired information which was formerly writ- 
ten in a book. 

The card is then dropped into an alphabetical file and 
the record is complete and always available at the finger 
tips of the information clerk. So now when they are 
expecting a shipment they can refer to the card and get 
the information in the flicker of an eye lash, that it is 
coming by parcel post, special delivery, air mail, W/B 
No., or by motor freight, freight, express, ordinary mail. 

If they ship something to a customer by registered 
mail, express and so on, they can tell afterwards just 
what happened. The card is made up for anything they 
give a receipt for or take a receipt for, so that if ever 
any question comes up as to whether they received it or 
not, the card will show it. 

“If any one in the store wants to know if we received 
a certain shipment,” explained Clarence E. Becker, “we 
can soon find out.” 


THF JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1939 





147 





re 
Cs. 


o mete 











A NEW EPOCHIN JEWELRY FASHIONS! 


L'OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 


now presents 


its new 3rd Edition of the coming styles: 


JEWELRY OF TOMORROW 


The largest contemporary presentation of modern 
designs and novel ideas for the jewelry industry. 


Designed to meet the artistic, technical and com- 
mercial exigencies of the times. 
Fully illustrated 


over 400 designs 
Created and printed in PARIS 


16 pages 


Subscription Rates: 
(payable in advance) 


Chromatic Edition 
(colors of objects): 
Annual Semi-annual Annual Semi-anaual 


$30.00 $20.00 $40.00 $25.00 


Remittance may be made by ordinary check. Also, if preferred, 
by bank against delivery of the Edition. 


Photographic Edition 
(black and white): 


Free with annual subscription: 
Special exclusive designs for each subscriber (minimum 6). 


Periodical bulletins of feminine fashions and other helpful 
services. 





INTRODUCTORY OFFER: 


Specimen copies of previous Issues, Photo- 
graphic (Ist. & 2nd. Editions only): 
Single pages of designs, any 

GM x 6i6cintndeanebinsess< $1.00 
Entire album — |! complete 

NO goes venasnneseeieee $5.00 


FULL DEDUCTION allowed of the 
above amounts with regular annual 
subscription. 











I'OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8°) France 








K&L 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 


in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


we soucr vor KC astenhuber & Lehrfeld 


SWEEPS — FILINGS 
SCRAP GOLD AND SMELTERS AND REFINERS 


PLATINUM 24 JOHN ST. NEW YORK, N. Y. 
mictt 























THE EXPERT WINS IN EVERY 
BUSINESS! 


tpinwee wae in the jewelry trade, it's the 





So ’ Cc °o ST 
ith defec tive lo cking, who holds his customers and builds small, unimportant 


sales into large profitable ones. The modern sales 


Chart records, made in 30 
seconds, nr est the cause of e h ? methods available to gemological gradua‘es are revo- 
irregularity in watch per- lutionizing the high class trade. Why cling to old- 


formance, and indicate the 


24-hour gain or loss in time fashioned and outworn methods of meeting unscrupu- 


Write for sample charts ane NN. 


Begin now to prepare yourself for a more prosperous 





LIGHT ; COMPACT INSTALLED BY future. The accurate, scientific facts taught in the 
-ALL IN ONE PLUGGING IN- 
cane: mee aa dink ein gemological courses thoroughly prepare the younger 
PORTABLE— TRIC SOCKET. man for his life's work, and give the old established 
firm new weapons with which to fight. 
v 
Watch : ) Master Learn how to become a Certified Gemologist by writ- 
~~ ——Te \ /' 


ing to the 
Watcu-Rate RECORDERS 


AMERICAN TIME PRODUCTS, Inc. 
580 Fifth Avenue New York City 


Distributor Western Electric Weatch-Rate Recorder 


GEMOLOGICAL INSTITUTE OF AMERICA 
541 South Alexandria Los Angeles, Calif. 
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There’s a Modern 
Timing Wateh for 
Every Special Need 


The minute is a gigantic interval 
to some of these amazing chronographs 
that read in 1-100ths of a second 


BY J. P. V. HEINMULLER 


At over the world the last decade has seen an enor- 
mous increase in the use of timing watches, espe 
cially in countries in which outdoor sports are popular. 
The timing watch is now almost a necessity for every 
sportsman. 

The chronograph or timing watch in the 18th century 
was little more than a toy and nobody thought that the 
time would come when the name “chronograph,” would 
stand for the masterpiece in mechanics, which the 
1/100th second timer has become today. 

We are living now in an age of speed that our fore- 
fathers never dreamed of. The second seemed a tiny 
fraction of time when railways were making their first 
timid efforts at speeds of 10 to 15 miles an hour, but it 
has become an antiquated unit, now that records of 300 
to 500 miles per hour are being made on land and air 
and passenger trains and automobiles run at 100 or more 
m.p-h. Even a mere 125 miles an hour represents 183 
feet per second; that is to say, one foot, ten inches for 
each 1/100th of a second. 

Because of these enormous increases in every day 
speeds, timing appliances have had to undergo a com- 
plete transformation to be adequate to the delicate task 
of recording such infinitesimal measurements as are now 
required, but the ingenuity of inventors and manufactur- 
ers has been equal to the task. 

The timing watch has always been a specialty in 
Switzerland. Timers usually have from 100 to 150 more 
parts than the ordinary watch, and because their use was 
limited and, therefore, mass production impossible, most 
watch factories, except in Switzerland, declined to go 
into making them. 

To determine the proper use of the different kinds of 
chronographs, such as tachometers, telemeters, etc., it 
is necessary to make a study of the various dials. 

Tue Tacuometer Diat—Besides being divided into 
_ seconds and fifths of a second, this dial shows a gradu- 
ated scale giving the distance. This is how it is read: 

The runner or vehicle, the speed of which is being 
checked, covers a known distance of say 100, 1000 meters 
or a mile, between two given points. At the time the 
runner passes the first of these points, the chronograph 
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Fig. |—The tachometer dial. Top, dial No. 3367, shows a 
single kilometric scale around outer edge. Lower left, dial 
No. 3366, the chronograph hand has covered 36 seconds, 
on the kilometer scale. Lower right, dial No. 3362, the 
hand has been stopped at 18 and one-fifth seconds. 


is set in motion and upon arrival the chronograph is 
stopped. The hand pointing to the graduated scale 
shows the speed in kilometers or miles per hour. To 
facilitate reading, the scale is sometimes spread on two 
or more concentric curves. In this case one has to take 
into account the number of revolutions made by the hand, 
which is given on the recorder’s index. (The small dial 
at the top of the face.) 

In Figure 1, dial No. 3367 shows a single kilometric 
scale around the outer edge, the inner circle of figures 
being the number of seconds, and the outer ones the 
speed in kilometers per hour. The position of the hands 
shows that 1000 meters have been covered in 40 seconds, 
representing a speed of 90 Kmtre. per hour. 

On dial No. 3366, the chronograph hand has covered 
36 seconds representing a speed of 10 Kms. per hour on 
the hectometer scale or a speed of 100 Kmtres. on the 
kilometer scale. If the time of observation had extended 
over more than one minute, the recorder’s hand would 
have moved forward one division and the speed scale 
would then have to be read on the outermost circle of 
figures. The speed per hour shown would be 37.5 Kms. 

3rd Example. Dial No. 3362. The hand has been 
stopped at 18 and one fifth seconds. The position of the 
recorder’s index shows on which coil of the scale the 
result must be read. In this case it has moved to the 
second position, and therefore the second coil (counting 
from the outside) of the large dial is used. Thus the 
reading is 46 Kms. per hour. 

Tue Dovustie Pusu-Piece CHoronoGrapH—One of the 
two push-pieces sets the hands in motion and stops them, 
but does not return them to zero. Several consecutive 
observations can thus be added without further com- 
putation. The second push-piece causes the hands to 
return to zero. A special device, invented and patented 
by Longines, enables the chronograph hand, by pressure 
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SHIP YOUR 
SWEEPS TO US 


FORWARDING INSTRUCTIONS 
FROM OUR REPRESENTATIVE 


F. H. BEVAN 
51 RICHMOND ST. EAST 
TORONTO 
ONTARIO 


SWEEP 


* 


* 





Philadelphia 's Foremost Hotel 





1. Foremost in size~1200 rooms, all with 
bath, circulating ice water. 
2, Foremost in value—more for your 
money in honest-to-goodness comfort. 
3. Foremost in location—at Chestnut and 
Ninth—in the heart of Philadelphia. 
4. Foremost in food—3 excellent restau- 
rants. Air-conditioned in the summer. 


The BENJAMIN FRANKLIN 


SAMUEL EARLEY, Managing Director 

















SMELTERS 
BIRMINGHAM, ENG. 


Me 
| 





SELLE Cc eee ! TEALAU GHEE TOGO CET ET CTT 


NYE’S NEW 
Electric Clack 
OIL 


Now you can use the same brand of 
oil that most electric clock manufac- 
turers have for years found to be the 
most satisfactory for their exacting re- 
quirements. Nye’s Electric Clock Oil is 
now placed on the market for the re- 
pair trade and is available from your 
usual supplier. 























. VT 
WATCH N 4 E 

BRACELET WATCH INC 
CLOCK & NEW BEDFORD 

ELECTRIC CLOCK mass 
OILS 





PLATINUM FOR INVESTMENT 


Ole 
A GUNGEDS 


IN ONE 
OUNCE DISCS 


Makes ideal gifts 
for 
Birthdays, 
Weddings, 
Graduations 
and 
Anniversaries 


fy / 4 


asin 


92:83 


% as t/ 
ek 


PLATINUM CORPORATION OF AMERICA 
630 FIFTH AVENUE, NEW YORK 
In Canada 


THE FOREIGN TRADERS COMPANY OF CANADA 
Dominion Square Building, Montreal. 











“THE PATHWAY TO SUCCESS” 


i woe: + 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Peoria, Ill. 


Dept. C 
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on the second push-piece, to return to zero without the 
hand having actually been stopped, so that it restarts 
instantly on its course as soon as the pressure is re- 


leased. 





The double push-piece chronogrpah is especially use- 
ful for cumulative timing. Originally it was used for 
timers in football and other games which have a “time- 
out” feature. 

Tue Tevemeter Diat ror Distance CALcuLations 
—Because sound travels 340 meters in a second, it is 
possible to determine the distance of a visible object by 
measuring the time that a sound from it takes to reach 
us. An explosion, the firing of a gun, the falling of a 
body, lightning, are examples. 

As soon as the observer sees the object, he sets his 





Fig. 3 


chronograph in motion, and stops it as soon as the sound 
reaches him. In the example given here, (Figure 3) the 
chronograph has been going 27 seconds, and the dial 
shows a distance of 9 kilometers. 

Puysician’s CHronocraPH WitH PutsomeTeR DIAL 
—One of the scales is graduated for 30 pulsat.ons, 
(Figure 4) during which chronograph is kept in motion. 
At the end of the observation the hand shows the num- 
ber of pulsations in one minute. Frequently this is com- 
bined with an asthometer dial which is graduated for 5 
breaths, and works on the same principle. 

The first special watch for physicians which had an 
independent center second hand, and was invented at the 
end of the 18th century by Moise Pouzait, was the first 
step toward the marvelous present day chronograph. 
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These new timers permit a direct reading to.1/100th of 
a second, taking the sweep second hand around the dial 
in only three seconds, each second being divided into 
100 parts. (See Figure 5.) 

The most elementary form of this type of timing 
watch consists of a thin center second hand in addition 
to the ordinary hands, but this center second hand is 
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Fig. 4 


started, stopped or put back to zero by successively 
pressing the same button. By this means it is possible 
to ascertain to the 1/5th, 1/10th or 1/100th of the sec- 
ond, the duration of any event extending over a period 
of one or more minutes. Many timing watches have ad- 
ditional thirty minute registers and lately, for aviation 





purposes, timing watches with up to twelve hour regis- 
ters have been adopted. 

One of the most complicated timing watches used is 
a split second chronograph. The timer of racing world’s 
records, etc., usually prefers this type. It is provided 


(Please turn to page 153) 

















WORKSHOP WCHES ¢ QUERIES 


OLD-FILLED CORRODING—Would you advise 

having the back of case of a bracelet watch that is 
corroded with perspiration chromium-plated to prevent 
this trouble? The case is of some gold-filled material. 
(Question No. 5233.) V.C. 


Answer—Chromium plating is not the best material 
to resist’ the effects of perspiration on articles worn 
against the skin. If the manufacturer of the case can 
be identified by trade-marks or name stamped in the case, 
it would be better to have a new back furnished to re- 
place the corroded one. Depending upon the make and 
model of the case, it is possible that a back made of 
stainless steel could be obtained; this is usually a good 
resistant to acid perspiration. Gold-filled goods of the 
higher karat qualities stand up well under contact with 
perspiration; but there are persons whose perspiration 
has some abnormal content; and this naturally has un- 
usual effects on some metals that stand the test of ordi- 
nary perspiration very well. 





oo DIAL NAME—How can a name be re- 
moved from a white enamel watch dial? This is in 
very small lettering, black, just like the numerals on the 
dial, but the letters are composed of very fine hair-like 
lines. (Question No. 5234.) B. M. Co. 


Answer—Cut a blunt wedge-shaped piece of peg- 
wood; dip it in diamantine mixed with oil to a rather 
thick paste. This may be used to erase the black-enamel 
lettering by rubbing. 


ASPER LAPS—I have a good deal of high-grade 

watch repair work on which I like to polish the tops 
of jewel-settings. Have been using a steel burnishing 
file for this. But I have to spend a good deal of time 
keeping this burnisher dressed to do good work. Is there 
anything I could obtain that would keep in good shape 
without so much attention? (Question No. 5235.) N. T., 


Tne. 


Answer—When one has a good deal of this kind of 
polishing to do, it pays to have a jasper-stone lap. The 
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lap keeps in good condition for much longer time than a 
steel burnisher does. First-class watchmakers’ supply 
houses usually have jasper laps for sale, or can obtain 
them on order. 


ILING WATCHES—What is the best thing to use 
for oiling watches—a fountain oiler or a metal 
point? (Question No. 5236.) S. H. Co., Inc. 


Answer—Each of the tools named has its advantages 
and disadvantages. The fountain oiler need not be re- 
peatedly dipped in oil; this saves time; but it is rather 
hard to keep clean, and apt to apply too much oil. The 
metal “blade” oiler is quickly cleanable (by jabbing it in 
pith); the quantity of oil applied is easily controlled; 
but it has to be dipped for each application. In general, 
we would favor the fountain oiler for factory work, and 
the metal blade for repair-shop use. 


NITED STATES WATCH—A watch came in for 
repairs that has me puzzled. I would like if pos- 
sible to learn where it was made, by what factory, and 
about how old it is. There are several different names on 
it. On the movement is engraved “Asa Fuller, Marion, 
N. J.”’; on the dial, “United States Watch Co.”; and 
stamped in the case is “Am. Watch Company, Waltham, 
Mass.” The number in the case is # R.65 —3*. On the 
movement, #£40009, also Pat. Mch. 5,66. (Question No. 
5237.) R. D. C. 


Answer—Your puzzle is solved by explaining that 
the watch was made at Marion, N. J., by a firm that 
changed names several times; the name at the time this 
watch was made was The United States Watch Co. ‘The 
“Asa Fuller” on the movement is the designation of the 
model and grade of the watch, in the company’s line of 
product; and the name stamped in the case is that of 
The American Watch Co., one of the former firm-names 
of the present Waltham Watch Co. at Waltham, Mass. 
The American Watch Co. in its earlier years manufac- 
tured both movements and cases; in one of their cases 
your movement at some time was placed, to replace the 
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Waltham movement originally in it. Based upon what 
we know of the history of the Marion watch factory, 
together with the serial number of your movement, we 
would estimate the age of the movement to be about 70 
years, as it must have been made about 1869 or 1870. 


66 RAYED” DIAMOND-—I soldered a diamond 

ring, leaving the stone in the setting. The dia- 
mond was left with a grayish coating on it that I cannot 
clean off with anything I have tried. What do you ad- 
vise? (Question No. 5238.) S. L. C. 


Answer—You probably neglected protecting the sur- 
face of the diamond prior to heating it; this should be 
done, when stones are not removed for soldering mount- 
ings, by coating the stone with boracic acid dissolved in 
alcohol. Brush this on; warm the work to evaporate the 
solution, leaving the acid coating to insulate the stone 
from air and products of combustion during soldering. 
‘The coating will be removed by the customary pickle dip 
after soldering, leaving the stone clean. The only thing 
to do with the fire-coated diamond is to send it to a 
diamond-cutter to be repolished. 


A/ OODEN CLOCKS—When was the first wooden 
clock made; that is, the first clock with plates, 
wheels and pinions made of wood? (Question No. 5239.) 


P. C. D. Co. 


Answer—No one knows when the first individually 
made wooden clock movement was made. The first im- 
portant industry of manufacturing wooden clock move- 
ments began in the early 17th century, in the Black 
Forest district of southwestern Germany; and the first 
important industry of making wooden clock movements 
in America began in the Naugatuck Valley in Connecti- 
cut, early in the 19th century. 


| gerenagige CHRONOMETER—We recently 
finished a job in our repair department that is 
unusual for us—a ship’s chronometer. What it seemed 
to need was only cleaning, as nothing was broken or 
missing; but the oil was thickened, and entirely evap- 
orated from the escapement parts. After cleaning and 
oiling, it runs with a good motion, but gains a half minute 
per day. There is no regulator on it. Being a chronom- 
eter, we are afraid that if we do anything to the weights 
or screws on the balance, we might knock out the adjust- 
ments. Please tell us how to go about the regulating, 
without risking the adjustments. (Question No. 5240.) 
L.. S. 


Answer—'The screws on the balance rim are intended 
for regulating the chronometer; and ordinary care in 
using them, always to move each of a pair of opposite 
screws the same amount, is all that is necessary and will 
not risk disturbing the adjustment of the piece. Turn 
each of two opposite screws to the left, so as to bring 
their heads to stand a little farther away from the center 
of the balance; this will cause a slower rate. It is suffi- 
cient, to judge the amount the screws are turned, by 
watching the changing position of the slots in the heads; 
or what amounts to the same, by watching the screw- 
driver blade as it moves. It must be borne in mind that 
a chronometer, being mounted in its case on gimbals, 
always keeps level and in one position; so there is not 
the same problem of adjusting to positions as there is in 
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a watch. This is, of course, not arguing for the least 
carelessness in changing screws for regulating; but is to 
relieve your fears about doing this. 

From what you say in your inquiry, we believe you 
have made a mistake about oil on the escape-wheel teeth. 
In a marine chronometer, the escapement should not be 
oiled; oil is not necessary at the impulse action nor at 
the locking action; the escapement is designed to permit 
this, and this is one of the reasons for the superior time- 
keeping of this type of escapement, because there is no 
effect of changing-timekeeping rate due to thickening oil. 
Instead of oil having evaporated, as you say, from the 
escapement parts, there was no oil present there in the 
first place. If you have oiled the escapement (except 
the pivots, of course), clean all the oil off, then take the 
rate again before regulating the chronometer. 


IME SIGNALS—Can you tell me what wave- 

lengths and frequencies are used by the U. S. Navy 
broadcasting station for sending out time signals? (Ques- 
tion No. 5241.) A. E. Co. 


Answer—From the Arlington, Va., U. S. Navy sta- 
tion “NAA,” time signals are broadcast at 3 a. m., 12 
noon, and 10 p. m., Eastern Standard time, on fre- 
quencies and wave-lengths as follows: 


Kilocycles:— Wave-lengths :— 
hE ere eres eer cere 2653 . meters 
CQ cscerddadisacaadenn 434.5 “ 

MGR Lda teacdvawnxcaw nade ae yy 
SNS iia Raho cewe aa haw 3.8 “ 
jo. mr errr ee 24.9 “ 
IQUE xdoccwsncexetctsnese a7 6 


RANDFATHER’S CLOCK—We must put in good 
order a grandfather clock, in which we find some 
one put in a wooden pendulum rod. Would it be. better to 
replace this with a steel rod? (Question No. 5242.) C.N. 


Answer—By no means replace the wood rod with a 
steel one, unless there is some other reason for this than 
just that the material is wood. One of the best combina- 
tions for good timekeeping is a wood rod and lead (usu- 
ally brass-covered) bob, for a pendulum. It is important 
that the material and proportions be right; but if some 
good clockmaker took care of this in the case of the job 
in question, to change the pendulum rod might risk alter- 
ing the timekeeping of the clock for the worse. 


MODERN TIMING WATCHES 
(From page 151) 


with two large second hands which run either simultane- 
ously or independently. 

At the first pressure of the push-piece, which is on 
the top of the winding button, both hands are set in 
motion and proceed on their course as though they were 
one. As the runner passes the line, the pressure on a 
side push-piece stops one of the second hands. The time 
having been recorded, a second pressure on the sidepiece 
brings the stopped hand instantaneously to the level of 
the still running hand which it follows, and thus the 
chronograph is ready for another observation. 

From among the many types of quality timing watches 
available today, we can find one that will answer any 
question we can put to it. Physics and medicine, all the 
sciences involving close observation, as well as sports 
may appeal to it with confidence. 








Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
_ 25 words. Additional words 5c. a 
wo ee 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


elosed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 

Jewelers’ Circular-Keystone 

239 W. 39th St., New York 


Situations Wanted. 


Under this heading, 75e. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





=== 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





WATCHMAKER, young man, experi- 
enced, school trained, desires position. 
Address “A., 1235,” care Jewelers’ 
Circular-Keystone. 





FIRST CLASS salesman and engraver 
wishes steady position; also do dia- 
mond setting; age 43. Address, 814- 
50th St., Norfolk, Va. 





FIRST CLASS watchmaker, 28 years’ 
experience, desires position; willing to 
go anywhere. Address “J., 1369,” care 
Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, III. 





JEWELER and diamond setter, first 
class references, desires permanent job, 
with reliable concern. Address “C., 
1878,” care Jewelers’ Circular-Keystone. 


ENGRAVER, first class, general letterer, 
on gold and silver; 30 years’ experi- 
ence. Address “S., 1456,” care Jewelers’ 
Circular-Keystone. 





OKLAHOMA watchmaker, jeweler, en- 
graver wants position in extreme south- 
west; best references; 25 years’ ex- 
perience. L. C. Freeman, 204-206 South 
Second, Muskogee, Okla. 





WATCHMAKER and salesman; best of 
references; 20 years’ experience; have 
own tools; position must be steady; 
:- per week. Carl E. Hill, Bowen, 





EXCEPTIONAL jeweler and all around 
diamond setter, open for position, with 
reliable firm; references from_ best 
Fifth Ave. houses. Address “B., 1352,” 
care Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER and good jeweler, 
can also repair expensive clocks; 
several years’ experience; state all 
particulars in first letter. Address “E., 
1327,” care Jewelers’ Circular-Keystone. 





ENAMELER,_ experienced on_ general 
line, preparing, charging, firing, ston- 
ing, polishing, etc., desires position; go 
anywhere. Address “L., 1367,” care 
Jewelers’ Circular-Keystone. 





FRONT WATCHMAKER, expert on all 
size watches; good appearance; credit 
experienced salesman; salary or com- 
mission. ‘“Watchmaker,” 11 W. 91st 
St., New York City. 





WATCHMAKER and repair salesman, 
thoroughly seasoned and conscientious; 
also light jewelry repairs; young, 
married. Address “E., 1315,” care 
Jewelers’ Circular-Keystone. 





CAPABLE WATCHMAKER and jeweler, 
Bradley graduate; nice personality and 
good salesman; 15 years’ experience; 
go anywhere if permanent. Address “A., 
1351,” care Jewelers’ Circular-Keystone. 





YOUNG WOMAN, capable of taking 
charge of findings, production; also 
complete knowledge of office routine. 
Address “U., 1343,” care Jewelers’ Cir- 
cular-Keystone. . 





JEWELER, platinum and gold pressure 
caster, mould maker, also abie to create 
and make original: models, desires posi- 
tion or installation. Address “S., 1344,” 
care Jewelers’ Circular-Keystone. 








YOUNG LADY, six years’ experience 
with stone house, bookkeeping, typing; 
has initiative; capable of selling; ref- 
erences. Address “M., 1338,’ care 
Jewelers’ Circular-Keystone. 





ENGRAVER; jewelry, silverware, 
trophies, etc.; 25 years’ experience; 
age 45; sober, healthy and well recom- 
mended. Address “A., 1418,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 10 years’ experience, 
ring sizing, plain engraving, desires 
steady job, strictly repair work; $30 
a week; married; age 30. Address ‘'M., 
1403,” care Jewelers’ Circular-Keystone. 





RETAIL SALESMAN, thoroughly ex- 
perienced cash and credit; completely 
familiar with every phase of business: 
finest references. Address “K., 1400,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER, long experience, some 
engraving, optics and sales ability; first 
class references; 12 years at present 
place; store only. Address “Z., 13891,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN with trade watch repair 
shop experience, desires position in 
reputable jewelry store as general ags- 
sistant. Address “E., 1366,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, five years’ jewelry ex- 
perience, stenographer and secretary; 
able to assist in bookkeeping, desires 
position in New York. Address “G.,, 
1386,” care Jewelers’ Circular-Keystone, 





WATCHMAKER desires change; six 
years’ experience on all makes of 
watches; married; age 24; salary $27 
per week. Address “E., 1383," care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, experienced, age 33, 
married, good character; will work for 
$25 a week for steady employment. Ad- 
dress “G., 1382,’ care Jewelers’ Circu- 
lar-Keystone. 





A-1 WATCHMAKER desires position; 
will work reasonable for steady em- 
ployment; age 34; married; will go 
anywhere. Address “F., 1381,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN, two and a half years’ ex- 
perience, position as second watch- 
maker; own tools; will start for $16 
per week; reference. Kenneth Bailey, 
Grassy Plain, Bethel, Conn. 





BOOKKEEPER, typist, female, 10 years’ 
experience assorting diamonds, stock 
records; capable taking full charge; 
excellent references. Address “A., 
1308,” care Jewelers’ Circular-Keystone. 








DIAMOND SETTER, manufacturing 
jeweler and engraver; A-1 references; 
first class worker; retail store only. 
Address “I., 1397,” care Jewelers’ Cir- 
cular-Keystone. 





DIAMOND SETTER, first class, platinum, 
gold; 25 years’ experience; best refer- 
ences; wishes steady position with re- 
liable concern. Address “D., 1389,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, fine workman, more 
than 20 years’ experience on all makes; 
close timing; desires position with good 
organization, wholesale or retail; ex- 
cellent reference. Address ‘“‘B., 1203,’ 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, 38, very capable, good 
appearance, over 22 years’ experience; 
one who does the better kind of work 
and can wait on trade; quality refer- 
ence. Address ‘‘A., 1202,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG LADY, bookkeeper, stenog- 
rapher; 10 years’ executive experience 
jewelry and watch trade; complete 
charge, correspondence, collections. Ad- 
dress “T., 1435,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, age 30, Bowman 
trained, desires position with high class 
retail firm which considers depend- 
ability and accuracy the critéria of 
the trade. Address “D., 1380,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, exceptionally fine 
watchmaker desires position; capable 
and of unusual experience on fine Swiss 
watches; can make parts where needed ; 
South preferred. Address “D., 1442,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, salesman, age 30 with 
over 10 years’ experience as repairing 
horologist and front salesman, desires 
connections with reliable firm. Address 
“K., 1323,” care Jewelers’ Circular- 
Keystone. 





SALESMAN, with 20 years’ experience 
in jewelry desires watch or ring line 
on road; established territory through 
Michigan, Ohio and Indiana; can bring 
good results. Address “A., 1376,” care 
Jewelers’ Circular-Keystone. 





JEWELER, engraver and stone setter, 
with experience, own all tools, wishes 
opening at once; references for past 20 
years; married; steady worker. Ad- 
dress “I., 1361,” care Jewelers’ Circu- 
lar-Keystone. 
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HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





GUARANTEED watch repairing for the 
trade; established 1910; highly skilled 
workmanship at _ positively lowest 
prices; quick mail service; trial con- 
vinces; send for price list. Wolf Co., 
corner 8th & Sansom Sts., Philadelphia, 
Pa. 





SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America 
Washington, C., and Horological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 





GUARANTEED watch repairing (no 
cleaning machine), expert wateh- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Ce., 55 East Washington St., Chi- 
cago, Ill. 


EEE 
To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








DIAMOND SETTERS, jewelry repair- 
ers, watchmakers; skilled, efficient 
workmanship and prompt service; 
reasonable prices. D. Geller, 51 
Chrystie St., New York City. 





JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 





AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker deliver 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
we. Miller’s Pen Seryice, Atlanta, 

a. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘“Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
— pen points and on"? Welty 

en and Repair Co., 38 S. State St., 
Chicago. 











FOR RENT, excellent light, large office, 
with or without equipment; reasonable 
rental. Room 1003, 170 Broadway, New 
York. Cortlandt 7-9058. 





OFFICE SPACE, completely  {ur- 
nished; excellent light. 665 Fifth 
Ave., Room 1000, New York City. 





BENCH SPACE, one or more, suitable 
for jeweler, case maker, engraver or 
watchmaker ; reasonable rent; excellent 
North light. 115 W. 45th St., Room 
1206, New York City. 





MIAMI, FLORIDA, Flagler St., 15’ x 
20’, for rent; excellent location for 
jewelry store. Inquire Owner, Louis 


Lober, 30 Broad St., New York. 





WELL ESTABLISHED jewelry store, 
small but clean, in Brooklyn, N. Y.; 
good neighborhood; $5.00 or up; very 
good for first class watchmaker. Ad- 
dress “L., 1453,” care Jewelers’ Circu- 
lar-Keystone. 








Co Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EXCHANGE your old white gold rings 
for new yellow gold rings; make 
every ring in your stock modern 
and saleable at $2.95 each; take ad- 
vantage of this Sensational Trial 
offer; send today one dozen men’s 
rings for exchange; if, after ex- 
change you are not satisfied, just 
return the rings within five days 
and we will send your rings back to 
you without charge; bank refer- 
ences if desired. International Ring 
Co., Dept. B-3, Gerrans Bldg., Buf- 
falo, N. Y. 


PARISIAN jewelry design services; 
pins, clips, buckles, ornaments, 
rings, bracelets, necklaces, brooches, 
watches, compacts, cigaret cases, 
vanities, ete.; original, advanced. 
Address, Overseas Publishers’ Rep- 
resentatives, 66 Beaver St., New 
York City. 








Patents 


Minimum charge (25 words) $1 50 
Additional words, 5 cents a word 








PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model: confidential 








advice; literature. Z. Polachek, 
1234 Broadway, New York. 
Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LEARN WATCH REPAIRING by doing 
it; thorough trainin under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 








INVENTORS: send for my free 72-page 
book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C. 





WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: “Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Work”; circulars free. 
Walter Kleinlein, Waltham, Mass. 











RECENTLY 
PUBLISHED .. 


JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 


School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 56th Sts. 
Philadelphia, Pa. 


239 West 39th St. 
New York, N. Y. 
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Directory of Trade Associations 


NATIONAL 


The names given in each case are 


American Jeweled Watch Manufacturers Association—C. M. Kendig, c/o Hamilton 
Watch Co., Lancaster, Pa.; J. Freistadter, c/o Waltham Watch Co., Waltham, 
Mass. 


American Jewelers’ Protective Association—Meyer D. Rothschild, 6 W. 48th St. 
Walter N. Kahn, 608 Fifth Ave.; Miss M. L. Ryder, Asst. Secy., 17 W. 45th 


St.. New York City. 

American National Retail Jewelers’ Association—Myron Everts, 1616 Main St., Dallas, 
Tex.; Charles T. Evans, 22 W. 48th St., New York City. 

American Watch Assemblers Asscciation—Norman M. Morris, 608 Fifth Ave.; Louis 

. Schwob, 22 W. 48th St., New York City. 
Brotherhood of Traveling Jewelers—Bernard ‘ Clark; Archer L. Chapin, c/o Larter 
Sons, 88 Parkhurst St., Newark, N. 

a. Jewelers’ Association—A. J. Roden, a Carlaw Ave., Toronto; N, J. Leech, 
Toronto, Canada. 

Clock Manufacturers’ Association of America—s. " As ys e/o General Time 
Instruments aia 109 Lafayette St., N. Y. ; J. M. Ivory, 90 Broadway, 
New York City 

ene Menutastarers and Importers Exhibit, Ine.—A. Stanley Brussel, 225 Fifth 

Ave. ; George F. Little, Managing Director, 220 Fifth Ave., New York City. 

Horological Institute of America—Harrison F. Babcock, Chester 12th Bldg., Cleveland, 
Ohio; R. E. Gould, c/o National Bureau of Standards, Washington, D. C. 

The Jewelers Board of Trade—(a name used by the Manufacturing Jewelers Board of 
Trade)—Howard 1. Carpenter, Albert Walker Co., 202 Washington St.; Horace 
M. Peck (also treasurer), Turks Head Bldg., Providence, R. I 

Jewelry Industry Publicity Board—Kenneth I. Van Cott; William D. MeNeil, seere- 
tary, 366 5th Ave., New York City. 

Jewelers’ Security Allianee—Frank T. Sloan, 15 Maiden Lane; James H. Noyes, 15 
Maiden Lane, New York City. 


those of the president and secretary. 


Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton St.; A. L. Woodland, 
15 Maiden Lane, New York City. 

Jewelry o> Association—Jacob H. Schaeffer, Shiman Pe... & Co., 234. W. 39th 
St.; Henry L. Sperling, 20 W. 47th St., New York Cit 

Machine Chain Mfgrs. Association—Gottlob Armburst, pol Chain Co., ‘ Ine., 
95 Chestnut St.; Henry Goeckel, Pilling Chain Co., 140 Benedict St., Provi- 
dence, R. I. 

Metal Findings Manufacturers’ Association—William G. Lind, T. W. Lind vo., 
Providence, R. I., president. 

National Association of Credit Jewelers--William Gibson, 9144 Commercial Ave.; 

Frank Newman, 31 N. State St., Chicago, II. "3! ‘i 
anes - Costume Jewelers Association—Leo F. Krussman, ¢/o Trifari, Krussman & 
Fishel, Inc., 460 W. 34th St., N. Y. G5 Nat Levy, c/o Nat Lez; Urle Mandel 

Corp., 411 5th Ave., N. ¥. C. 

National pnd and Art Association—A. J. Horgan, Chase Brass & Copper Co., 10 
E. h St.; George F. Little, 220 Fifth Ave., New York City. 

National samiane Mutual Fire insurance Co.—W. H. Upmeyer, 101 Wisconsin Ave., 
Milwaukee, Wis.; A. W. Anderson, Neenah, Wis. 

National Wholesale Jewelers’ Association—Lloyd G. Pattee, S. H. Clausin & Co., 
Minneupolis, Minn.; George A. Fernley, 505 Arch St., Philadelphia, Pa. 

New England Manufacturing Jewelers’ & Silversmiths’ Assceiation—Willard O. Orms- 
bee, Taunton Pearl Works, Taunton, Mass.; Lewis 8S. Chilsom, J. M. Fisher 
Co.,’ Attleboro, Mass. 

Precious a Dealers Association—Leopold Nathan, 71 Nassau St.; Isidor Lassner, 
10 W. 47th St., New York City. 

Sterling Silversmiths Guild of Ameriea—Denham C. Lunt, Rogers, Lunt & Bowlen 
'o., Greenfield, Mass.; Alexander Vincent, 20 W. 47th St., New York City. 

United Horological Association of America—B. W. Heald, 339 N. 35th St., Mil- 
waukee, Wis.; O. R. Hagans. 3226 E. Colfax Ave., Denver, Colo. 


STATE 


The names given in each case are those of the president and secretary. 


ee * hee Jewelers’ Association—Charles Bromberg, Bromberg & Ce, 218 N. 
; F. W. Anderson, Jobe- Rose Jewelry Co., 1917 2nd Ave., N., Birm- 
ov tng “Ala. 
Arizona Retail Jewelers’ Association—Harry Rosenzweig; Newton Rosenzweig, Phoenix. 
Arkansas Retail Jewelers’ Association—A. R. Kennan, Fort Smith; D. M. Stewart, 
Little Rock. 
Associated Credit Jewelers of New York and New Jersey—C. M. Predbery. Royal 
Diamond & Watch Co., 24 W. 40th St.; Wm. Wagner, 45 W. 34th St., New 
York City. 
california Retail Jewelers’ Association—Carl Schultz, 6621 Hollywood Blvd., MHolly- 
wood; Arthur H. Dibbern, 213 S. Glendale Ave., Glendale, executive secretary. 
Colorado Retail Jewelers’ Association—Wolf Hansen; O. R. Hagans, 3226 E. Colfax 
Ave.. Denver. 
Connecticut Horological Association—Joseph O. Dahl, Waterbury; Earl R. Becker, 


New Haven. 
—- BP miagg ier Association—Frank L. Wilson, Danbury; Emil Weber, 
ony erid 
Florida Real Jewelers’ Association—H. F. Underwood, Palatka; G. W. Lawion, 
an 


Georgia Retail Jewelers’ Association—Macon Brock, Rome; J. Tom Cook, Macon. 

Horological Association of Arizona—Max Reiter, Phoenix; George L. Burgess, 16 N. 
2nd Ave., Phoenix. 

Horological Association of Georgia—Rudy LL. Schneider, 107 Peachtree St., Atlanta. 

Horological Association cf Kansas—F. S. Moore, Salina; D. A. Wells, 315 W. 18th 
St.. Hutchinson. 

Horological Association of Idaho—Charles A. Braun, 434 State St., Weiser; Lester 
Hamilton, Nampa. 

Herological Association of lowa—L. K. Burket, Akron; 
Bldg., Sioux City. 

a ~~ eee of Nebraska—R. P. Kraatz, Morris Yost, 1720 Vinton St., 
maha. 

Horological Association of Virginia—Theron 0. Sower; Richard V. Bailey, 231 Granby 
St.. Norfolk, Va. 

IMMinois Retail Jewelers’ Association—William Lambrecht, Jr.; Henry T. Morteasen, 
Rm. 304, 10 8S. Wabash Ave., Chicago. 

Indiana Retail Jewelers’ Association—Irving Chayken, Hammond; H. Elmer Lodde, 
419 Main St., Lafayette; Herman L. Lodde, Indianapolis, mgr. dir. 

lowa ~~ Jewelers’ Association—II. L. Hands, Iowa City; H. C. Kirkberg, Fort 

ize. 

Kansas Retail Jewelers’ Association—Frank Pfeiffer, Parsons; William J. Glick, 
Junction City. 

Kentucky Retail Jewelers’ Association—Nolte C. Ament, Louisville; Percy B. Stith, 
329 Guthrie St., Louisville, secy.-treas. 

Louisiana Retail Jewelers’ Association—Ralph Hereford. 218 Baronne St., New 
Orleans; S. Goldberg, Rider Jewelry Co., 161 Third St., Baton Rouge, acting 


P. Burglund, 242 Commerce 


secretary. 
on So Jewelers’ Association—E. J. Eno, Skowhegan; Stanton R. Francis. 
runswi 


eee) Delaware and District of Smeets Jewelers’ Association—Arthur J. Sundlun, 
35 F St., N. W., Washington, D. ; Leon J. Engel, Baltimore St. at Hopkins 

on i Ba Md. 

Massachusetts Horological Asscciation—-Col. Wm. H. Bright; Wm. P. Fillebrown, 
453 Washington St., Boston. 

Massachusetts & Rhode Island Retail Jewelers’ Association—I. Blaine Libbey, 
Milford: John H. Peterson, Needham, Mass. 

Master Watchmakers of Colorado, Ine.—Ernst Peterson, 1626 Welton St.; 0. R. 
Hagans, 3226 E. Colfax Ave., Denver. 

Master Watehmakers Association of IMinois—Harold J. Frisbie, 619 S. Pine St., 
Freeport, secretary. 

Master Watchmakers Association of Missouri—Walter I. Betts, 218 W. Maple, 
Independence; Ernst Wetteroth, 10 Westport Road, Kansas City. 

Master Watchmakers’ Association of Oregon—R. E. Drews; H. Sabro, 6335 S. F. 
19th Ave., Portland. 

Michigan Retail Jewelers’ Association—S. D. Thompson, Mount Pleasant; Hugh C. 
Finley, Kalamazoo. 

Michigan Watehmakers Association—-Stanley Gaver, Grand Rapids; Brayton Lemon, 
Grand Rapids. 


Minnesota Master Watchmaker’s Association—Clem R. Ilillig; Carl G. Neid, 375 
Yankee St., St. Pau 

Minnesota Retail Jewelers’ Association—Harold G. Kohen, 13 8. 5th St.; Lester B. 
Johantagen, 1016 W. Broadway, Minneapolis. 

Missouri Retail Jewelers’ Association—Fred W. Pilcher, Mexico; Fred Sands, Diercks 
Bldg., Kansas City. 

Nebraska Retail Jewelers’ Ascctation—. F. Bruce, Hastings; C. J. Stiastny, Lincoln. 

New Hampshire Retail Jewelers’ Association—Robert A. de Montigny, Nashua; Mrs. 
Addie Fiske Goodell, Epping. 

New — > Retail Jewelers’ Association—William Schoppy, Atlantic City, acting 
presiden' 

New Mexico Retail Jewelers’ Association—Paul R. Gantz, Silver City; Hoyt V. Hut- 
field, Box 624, Albuquerque. 

New York State Retail Jewelers’ Association—Leon Davis, Binghamton; E. Lathrop 
Sunderlin, 74 East Ave., Rochester. 

New York State Watchmakers’ oe pge 1 ye E. Pooler, 10 State St., Rochester; 
John De Vogel, 20 S. Pearl St., Albany. 

North Carolina Retail Jewelers’ Association—-Ernest Neimon, 109 Fayetteville St., 
Raleigh; James Fox, Rocky Mount. 

North Carolina State Horological Association -Lawrence G. Ballard, Box 596, Wilson, 
secretary. 

North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 

andan 
Ohio bo ‘Jewelers’ Association—Henry W. von Unruh, 932 FE. MeMillan St.; 
d P. Simper, 705 Vine St., Cincinnati. 

Ohio noth Association—L. W. Heimberger, 245 S. High St., Columbus; 
Frank Foegler, 31 E. 4th St., Cincinnati. 

mee om: Association—Jack C. Bryant, 113 N. Harvey St.; 

N. W. 47th St., Oklahoma City. 

Oklahoma Real Jewelers’ Asscciation—Willis D. Waugh, Okmulgee; H. V. Gritz, 

nid. 


Cc. D. Hurst, 


Oregon Retail Jewelers’ Association—Alfred L. Stone, Stone-Margulis, Inc., 701 
S.W. Broadway; Rene Bloch, Dan Marx & Co., 424 S,W. 6th St., Portland. 

Pennsylvania, Horological Association of—George Niesslien, 514 Clark Bldg., Piti:- 
burgh; J. P. Sommer, 1524 Beaver Ave., Pittsburgh. 

Pennsylvania Retail Jewelers’ Association—H. R. Rogalsky, Bradford; Frank C. 
Bayer, 17 E. Market St., York, Pa. 

Rhode Island Horological Association—Leo J. Abisch; Theo. Vaine, 212 Union St., 
Providence, R. I. 

South Carolina Retail Jewelers’ Association—-J. B. Folsom, Sumter; Rudolph J. 
Ortman, Charleston. 

South Dakota Retail Jewelers’ Association—'arl R. Damuth. Redfield, acting secretary. 

mae Retail Jewelers’ Association—-C. (. Breese, Franklin; D. M. Meeks, Dyers- 
urg. 

Tennessee Watchmakers & Jewelers Association——T. 0. Pearson, Lee Bldg., Memphis; 
Ralph Langreck, 42 Arcade, Nashville. 

Texas — Jewelers’ Asscciation—R. D. Armstrong, Waco; B. L. Turner, Corpus 
Christi. 

Vermont Retail Jewelers’ Association—-Napoleon O. Cote, Bellows Falls, president. 

Virginia Retail Jewelers’ Association—Harry George, Jr., Keller & George, Charlotte- 
ville: H. N. Cloutier, Waynesboro. 

Washington State Retail Jewelers’ Association—Louis Friedlander, 5th Ave. & Pike 
St., Seattle: Dr. W. J. Hindley, Lloyd Bldg., Seattle. 

Watchmakers Association of Indiana, Ine.—H. W. Schaefer, Indianapolis; Robert W. 
Smiley, 620 Oregon St., La Fayette. 

Watchmakers Association of New Jersey——George Doehrmann, Elizabeth, N. J.; C. E. 
Cashmore, 812 Chestnut St., Roselle, N. J. 

Watchmakers Association of Kentucky—S. H. Shaw, 305 Mid-West Bldg., Louisville, 
president. 

West Virginia Retail Jewelers’ Association—A. I. Polan, 708 Kanawha St., Charles- 
ton; William Caplan, 318 W. Pike St., Clarksburg. 

va oe Jewelers’ Association—FE. RK. Fuchs, Milwaukee, A. W. Anderson, 
wNeenan. 

Wisconsin Watchmakers Association--R. L. Avery, Appleton; B. W. Heald, 339 N. 
35th St., Milwaukee. 





SECRETARIES, PLEASE NOTIFY US OF INACCURACIES OR CHANGES, SO THIS LIST MAY BE ALWAYS UP-TO-DATE 
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AVE you placed your orders to cover your needs 
for the late fall and Christmas season? If not, 
you would be wise to do so without delay. 

The last minute rush and difficulty of getting de- 
liveries on orders placed at the eleventh hour, with which 
every experienced jeweler is familiar will be intensified 
this year by two unusual factors. 

First: Under the terms of the Wagner Act, the stand- 
ard work week will be reduced to 42 hours on Oct. 24. 
Consequently, either the weekly production by manu- 
facturers will be reduced proportionately, or prices will 
probably have to be increased to cover the additional 
cost of overtime hours. In any event, the retailer loses, 
either by being unable to get adequate deliveries, or by 
paying a higher price. 

Second: The date of Thanksgiving has been moved 
up one week, which means that Christmas shopping by 
the public will presumably begin just that much earlier, 
and therefore the retailer will need the goods in his 
store a week earlier than last year. Even without the 
factor of shorter hours in manufacturing plants, this 
need for earlier deliveries suggests that the placing of 
orders should be moved ahead correspondingly. 

Add the two together, and the conclusion is inescap- 
able that the wise buyer who has not already placed his 
order will do so now. 


66’ f ‘HE recollection of quality remains long after the 

price is forgotten,” said a famous advertising slogan 
of a few years ago. It’s a slogan that could well be 
pasted over the desk of every jeweler. The customer 
who buys inferior goods on price alone, soon forgets the 
“bargain” and remembers only that your merchandise 
was unsatisfactory. The store where he has gotten 
good quality for his money sticks in his mind as a safe 
place to buy, and is the store to which he returns for 
future purchases. You can build a more lasting business 
by featuring quality than by shouting “bargain prices.” 


E have been asked what we think of the recent 

announcement by the President that his proclama- 
tion will advance the date of Thanksgiving to Nov. 23 
for the benefit of retail business. 

Frankly, it is our opinion that the flood of discussion 
has magnified the matter out of all proportion to its 
actual importance, and that it isn’t going to make ‘a 
great deal of difference. 

After all, nobody is going to buy another gift or two 
just because Thanksgiving is a week earlier. Nobody 
cuts friends and relatives off the Christmas list when 
Thanksgiving is late, or adds them when it is early. 
The amount of Christmas business therefore isn’t a 
matter of the date on which Thanksgiving falls but is 
governed only by the public’s prosperity and willing- 
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ness to spend. We’ve had lean Christmases when 
Thanksgiving came on Nov. 24, and fat ones when it 
fell on Nov. 30. 

The earlier date no doubt will be of some help through 
the fact that it spreads the business over an additional 
week, and thus to some degree simplifes the problems 
of handling the Christmas peak, but in our opinion, 
jewelers who expect it to bring any further benefit, 
especially in the direction of increased business, are 
likely to be disappointed. 


E’VE just finished reading a plaintive communi- 

cation from the chairman of a jewelry trade organ- 
ization in which he laments the lack of support that 
retail jewelers have given to the financing of activities 
that this organization is carrying on for their benefit, 
and deplores the way in which they have passed the 
buck to manufacturers and wholesalers to provide the 
necessary funds. 

We can hardly refrain from an inward chuckle at 
the predicament in which the gentleman finds himself. 
He and his associates have been among the most vocif- 
erous in preaching the doctrine that it is the duty of 
the manufacturer and wholesaler to finance retail asso- 
ciations through the purchase of ‘‘advertising” in asso- 
ciation programs, and so have educated their group 
of retailers to believe that when money is to be raised 
the proper method is for the retailer to pass the liat to 
his suppliers. Now, when this idea that our friend has 
fostered in other directions bounces back at this newer 
effort of his, he doesn’t like it. 

Frankly, neither do we. The work that the organiza- 
tion has undertaken is a valuable and constructive one, 
and it would be a misfortune for the legitimate jeweler 
if it were allowed to die for lack of funds. 

Nevertheless, the fact remains that the longer re- 
tailers are encouraged to believe that activities in their 
behalf should be financed and paid for by manufacturers 
and wholesalers, the harder it will be even for asso- 
ciations doing the most valuable sort of work to raise 
the money among their retail members. 

The sooner that retail associations learn to stand on 
their own feet and pay their own way instead of seek- 
ing forced contributions from their sources of supply, 
the sooner the really worth while ones will find their 
problem simplified. 


Tre I. GE 


Editor. 
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ANRJA Sees Big Holiday Trade 





Sales Gratify Exhibitors 
At New York Convention; 
Everts Reelected President 





European war clouds cast no dis- 
mal shadow last week at New York’s 
Waldorf-Astoria Hotel, where ap- 
proximately 6000 members of the in- 
dustry gathered for the 34th annual 
convention of the American National 
Retail Jewelers’ Association, confi- 
dent that the fourth quarter of 1939 
will equal the same period of 1937 
and that total jewelry sales this year 
will come close to $300,000,000. 

Government analysts predicted 6 
per cent better jewelry sales for the 
whole of 1939. Exhibitors were 
agreed that, war or no war, business 


is headed for a sustained rise. 

Myron Everts, of Dallas, Tex., was 
reelected president for a second term. 
Henry W. Von Unruh, Cincinnati, was 
elected vice-president for the central re- 
gion, to succeed Henry F. Stecher, Mil- 
waukee, who refused for reasons of 
health to accept another term. Mr. 
Stecher has been active in the Wisconsin 
and the national associations for 29 years 
and during his long and stalwart service 
fostered many of the state associations 
in the central area. 

Reelected were, vice-presidents, Tinley 
L. Combs, Omaha, northwestern; Alvin 
Magnon, Tampa, southeastern; Robert 
J. Slagle, Houston, Tex., southwestern; 
and William G. Thurber, Providence, 
northeastern, and Charles T. Evans, 
New York, secretary; A. W. Anderson, 
Neenah, Wis., treasurer, and William D. 
McNeil, New. York, member of the exec- 
utive committee. 

The big retailer attendance came from 
36 states, besides Bermuda, Canada, 
Hawaii, Canal Zone, Mexico, Trinidad, 
British West Indies, and Ceylon. 

There were 149 individual exhibitors 
in 2385 booths and rooms in the hotel. 
The $3,000,000 to $4,000,000 worth of 
merchandise on display represented a 
wider range of lines than at former 
ANRJA shows. Satisfaction with the 
volume of orders written during the 
five days was general among all classes 
of exhibitors, none reporting less activity 
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than at last year’s exhibition and some 
chortling over gains running as high as 
60 per cent over 1938. 

More attention to styling and packag- 
ing was noted everywhere. 


Everts for “Industry Consciousness” 


Following a practice established some 
years ago, the first day of the conven- 
tion, Monday, Aug. 28, was devoted to 
the registration of incoming delegates 
and visitors and the inspection of the 
striking array of exhibits arranged in 
the main ballroom and ballroom mezza- 
nine, East and West foyers, Astor Gal- 
lery, Jade and Basildon roams, Silver 
Corridor and on the various floors in the 
convention hotel. The only business ses- 
sions of the day were those held by the 
members of the various committees, who 
formulated reports. 

Officially the conclave was opened at 
8 o’clock Monday night by President 
Everts, with virtually every seat in the 
Empire Room occupied. After welcom- 
ing the crowd, President Everts went 
on to say: 

“What I would like to see accom- 

plished most of all in the jewelry busi- 
ness is a consciousness of trade unity. 
I believe that the jeweler probably more ~ 
than any other merchant is an indi- 
vidualist. He thinks his own thoughts. 
He probably started his habit at the 
bench, where he found he had plenty of 
time for thinking. 

“If we jewelers can develop an ‘in- 
dustry consciousness.’ and appreciate 
the problem of ‘the industry against 
the world’ rather than ‘oursel\es 
against the industry,’ we will individ- 
ually and collectively make progress. 
If we have an appreciation of the in- 
dustry and are proud members of the 
industry, all of our problems will solve 
themselves.” 


The only other speaker at this session 
was Billy B. Van, erstwhile vaudeville 
star, but now a New England candy 
manufacturer and self-styled sales ana- 
lyst and educationalist. He is also mayor 
of Newport, N. H. While the speaker’s 
talk was “billed” as “Salesmanship and 
Showmanship” and did contain several 
striking examples of how he had applied 
this showmanship to business, Mr. Van’s 
remarks were principally humorous and 
of an inspirational] nature. 

A Dutch lunch and entertainment fol- 
lowed by dancing to music by the Meyer 
Davis orchestra ended the first day’s 
activities. 


Experts Say Think in Today's Terms 


Adhering closely to schedule, President 
Everts launched the first business ses- 
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sion of the convention shortly after 10:30 
o’clock Tuesday morning, Aug. 29. Close 
to 100 jewelers listened to A. W. Ander- 
son, Neenah, Wis., treasurer of the asso- 
ciation, outline the excellent financial 
condition of the organization. His report 
indicated that the association’s cash bal- 
ance, as of Aug. 15 of this year, shows 
an increase of approximately 25 per 
cent over a year ago. 

In a brief report, Secretary Charles 
I. Evans outlined some of the functions 
performed by his office and paid tribute 
to the officers and committee members. 
He read a telegram of greetings from 
Max Jennings, of Algona, Mich., first 
president of the national association, 
which brought forth loud applause and 
a motion to reply with a message ex- 
pressing the convention’s gratitude and 
pleasure for the expression of encourage- 
ment from this 86-year-old veteran. 

Mr. Everts announced that R. Wallace 
& Sons Mfg. Co. has filed under the 
Fair Trade law in California. He said, 
“It is our sincere hope that this will be 
the first step in clearing up the situation 
that now exists in the marketing of sil- 
verware.” 

He reported the revival of state asso- 
ciations in Pennsylvania, Kansas, Ver- 
mont, North Dakota and Arkansas. He 
also said that 250 members were added 
during a short membership campaign, 
and that this year will show the member- 
ship to be the largest in the last 10 
years. 

The remainder of the session was de- 
voted to several addresses on “Distribu- 
tion” followed by discussions from the 
floor. 

The first of these talks was offered by 
A. B. Gunnarson, Washington, D. C., 
manager, distribution department, 
United States Chamber of Commerce, 
speaking on “Competition of Consumer 
Cooperatives.” 

Using charts for emphasis, Arnold L. 
Skinner of the Marketing Research Di- 
vision, Bureau of Foreign and Domestic 
Commerce, United States Department 
of Commerce, Washington, D. C., out- 
lined the “Trends and Developments in 
Retail Jewelry Distribution.” 

“In view of the advance in jewelry 
store sales during the first seven months 
of this year, and if no major domestic 
or foreign catastrophe occurs, your 1939 
sales should advance about 6% per cent 
from last year to a volume approximat- 
ing $295.000,000 to $298,000.000,” was 
encouraging news from Mr. Skinner. 





~ One of the facts cited by Mr. Skinner 
a S was that while jewelry store sales de- 
< clined 1014 per cent in 1938 from 1937, 
e es : such sales of department stores advanced 
if slightly more than 1 per cent. 

In 1929 jewelry store sales accounted 
for $11 out of every $1,000 of total retail 
sales. There are indications that the 
figure was even higher during the pre- 
vious five years. In the trough of the 
depression, only $7 out of every $1,000 
of total retail trade was accounted for 
by jewelry stores, and in 1938 this ratio 
had advanced to only $8 of every $1,000, 

Mr. Skinner invited suggestions for 
the improvement of his department’s ser- 
vices to the trade. Phineas Peters, pres- 
ident of the Brooklyn R.J.A., proposed 
that the department “Dreakdow n” jewel- 
ry store sales so that jewelers might 
know what items are selling best. There 
was also a suggestion that the repair 


Convention Figures 


1—Sam Paskow, Sol La Salle, Jack 
Frechtel, Martin White, Stephen Bar. 
told, Sam Weintraub, H. M. Paskow— 
wm. V. Schmidt Co., Inc. 

2—E. M. Docherty—Wm. C. Greene Co. 
3—Charles A. Mealy, R. W. Andrae, 
Karel Pappie—Forstner Chain Corp. 
4—R. O. Catching, B. D. Wilber, 
William B. Inslee, W. T. Earle, L. R. 
Plato—Oneida, Ltd. 

5—W. D. Evans, H. E. Waldron—wW., A. 
Sheaffer Pen Co. 

6—Edward Papazian, Richard Blake, 
Miss C. Koessler, K. Papazian, Max 
Henken—Papazian Bros. 

7—Samuel Mautner, Jesse Mautner— 
Wolfsheim & Sachs, Inc. 

8—Edward Wackenhuth—Wackenhuth 
& Son. 

9—W. J. Marshall, Leo Lynch, Russell 
Williams, Miss W. Cuniffe, E. H. Har- 
rington—Waltham Watch Co. 

10—J. M Johnston, A. E._ Irwin, 
Suzanne Shaw (Miss Holmes & Ed- 
wards), J. L. Dowd, J. J. Hogan, C. W. 
Weirich—International Silver Co. 
11—R. T. Woodward — Warren-Tele- 
chron Co., Inc. 

12—George L. Sweet, Herbert T. Hen- 
zel, Fred Moulson, Malcolm Ogilvie— 
B. A. Ballou & Co., Inc. 

13—William Lichtenfels, Miss Carmen 
Distel—Gemex Co. 

14—Al. Hershon, Jack Diamond, Wil- 
liam Helbein, Ben Leffert—Helbros 
Watch Co., and Nathan Fink, Roan- 
oke. Va. 

15—Dr. F. H. Pough—American Mu- 
seum of Natural History. 

16--Nathan Holtzman, John Brant- 
man. Miss |. Stillman—Doric Watch Co. 
17—Representatives of Laubheim 
Jewelry Co., with main store in Har- 
risburg, Pa., and branches in nine 
other cities. 

18—H. S. Bick, Miss B. C. Bick— 
Kramer & Bick. 

19—Alfred Deringer, J. F. Bermond, 
Tobias Stern—Jacques Kreisler Mfg. 
Corp. 

20—Max Jacoby—Jacoby-Bender, Inc. 
21—C. M. Rebok, A. A. Wainwright, 
J. J. Gould, James C. Gould. Edward T. 
Miles—Manchester Silver Co. é 
22—Harry Lynch, H. Rosenquist, J. 
Stirlina—Hadley Co. : 
23—William D. McNeil, executive sec- 
retary Jewelry Industry Publicity 
Board; Charles T. Evans, secretary 
A.N.R.J.A.: A. W. Anerson, National 
Jewelers Fire Insurance Co. 

24—R. C. Munn, Ben C. Brookmyer, 
William J. McPherson, John Bixby— 
International Silver Co. 

25—John W. Baer, Miss Ruth E. Kelly 
—Amber Mines, Inc. 

26—B. Astor, Louis Parker, Sidney 
Greenbaum, William Bury — Parker 
Watch Co. 

27—G. N. Stieff, Harvey Will, E. T. 
Baker—Stieff Silver Co. 

28—Mr. & Mrs. Jack J. Felsenfeld— 
Jack J. Felsenfeld. 

ee Hall, Clifford Sator—Lenox, 
ric. 

30—William H. Wefferling. Fred Berry 
—Wefferling-Berry-Wallraff Co., Inc. 
31—J. L. Grant—Swank Products, Inc.; 
J. Henry Wilson, Syracuse, N. Y. (sit- 
ting); H. Herman--Swank Products, 
Inc. 
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department income also be shown in the 
department's periodical reports. 

“Current Headaches for Jewelers and 
How Some of ‘hese Problems Might Be 
Met” was the subject of the final talk 
in this symposium on distribution, pre- 
sented by John Guernsey, distribution 
economist, United States Bureau of Cen- 
sus, Washington, D. C. 

“The Bureau of the Census is now 
preparing tor the nation-wide census of 
this year’s business, which will start 
Jan. 2, 1940. Thus you will have ma- 
terial for a significant study of what 
has happened in all branches of the 
jewelry business over the last 10 hectic 
years, and how jewelry’s situation to- 
day compares with that of other busi- 
nesses with which the jewelry business 
is in immediate or long-range compe- 
tition. . . .- 

“We anticipate early return of an 
active demand for jewelry as a result 
of the general activity expected in 
business. Without the impetus of war 
business, retail sales of consumer goods 
during the first half of this year in- 
creased one billion dollars o\er the 
same period of 1938. Whether Europe 
goes to war or not, we believe business 
in America will recover rapidly during 
the remainder of this year... . : 

“About 25 per cent of total retail 
jewelry sales are now made on the in- 
stalment or bydgeted payment basis. 
Many jewelers do not provide facilities 
for such business, nor do they recognize 
that the cenvenience of instalment pay- 
ments is now demanded by the great 
majority of those who are or would 
be their customers. The expense and 
risk of 12-months instalment credit can 
be covered adequately by a carrying 
charge of 6 per cent of the original 
deferred balance, if credit is extended 
on information obtainable through the 
local credit association. We _ believe 
that 12-months instalment credit can be 
and should be offered to responsible 
customers; that it will make available 
new groups of desirable jewelry buyers 
and increase sales without adding to 
the store’s operating expenses.” 

Data gathered by his department, Mr. 
Guernsey indicated, show that the pub- 
lic in general has a good conception of 
values, and if they can make their pur- 
chases on the instalment or budget plan, 
are ready to pay a reasonable carrying 
charge for this convenience. “If credit 
selling is done right and offered as one 
of your store’s services it does not lower 
the tone of your establishment,” said 


the speaker. 
Diamond Ads—Jewelry Publicity 


An entire session set apart for the 
annual style show of the Jewelry Indus- 
try Publicity Board and a presentation 
of DeBeers’ diamond advertising cam- 
paign attracted several hundred jewelers 
and their guests to the Empire Room of 
the Waldorf-Astoria Wednesday morn- 
ing, Aug. 30. Then for nearly three 
hours an interested and enthusiastic au- 
dience witnessed a preview of the new 
jewelry trends and the approaching fall 
fashions, and heard an outline of the 
plans for the diamond publicity cam- 
paign sponsored by the DeBeers Con- 
solidated Diamond Mines and being 
conducted in this country by N. W. Ayer 
& Son. 

Opening the session, Mr. Everts em- 
phasized the jewelry trade’s need of ef- 
fective publicity to meet competition 
from other industries and pointed out 
that jewelers should take advantage of 
every opportunity offered to publicize 
jewelry. 

Warner Shelley, vice-president of N. 
W. Ayer & Son, in a short summary 
took the jewelers behind the scenes to 
explain the facts developed from an ex- 
tensive survey made by his concern and 
the objectives of the campaign. With 
the use of charts C. R. Hogen went on to 
enlarge upon the results of the research 
work done among jewelers and the con- 
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suming public. A significant fact already 
well established but more strongly em- 
phasized in their survey is that the love 
of diamonds is almost universal, re- 
marked Mr. Hogen. “What we want to 


accomplish,” he concluded, “is to get the - 


public to think diamonds, talk diamonds 
and want diamonds.” (For further de- 
tails of the DeBeers publicity campaign 
turn to pages 66 and 86 in this issue.) 
In the fashion show, which was the 
fifth staged by the Jewelry Industry 
Publicity Board, 10 attractive models 
paraded along a runway set up in the 
Empire Room while June Hamilton 
Rhodes, stylist and authority on jewelry 
fashions, discussed the relation between 
the jewelry and gowns worn by each 
model. Every hour of the day was rep- 
resented by a suit, dress or gown and 


three changes of jewelry were presented 
as an ensemble or pleasant combination 
of jewelry. The jewelry shown, valued 
at $850,000, was in three price ranges 
and among the daytime jewels were red 
and green combinations of gold used for 
necklaces, bracelets, clips and earrings. 

Amber, coral, jade, carnelian and tor- 
toise shell, silver and turquoise in the 
costume category were shown as neck- 
laces, bracelets and lapel decorations. 
Gold with precious stones in necklaces, 
bracelets and earrings were in the day- 
time category and sapphire, rubies, em- 
eralds and diamonds set in platinum for 
dressy afternoon and evening. 

Commenting on the jewelry trends 
Mrs. Rhodes said: 


“While there is a tendency to bur- 
den the neck with chains, bibs, links, 
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to support the movement. 
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advantage of the Fair Trade Laws. 
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the Resolutions 


condensed from the resolutions committee's report 


We extend appreciation to all organizations that are devoting their energies 
to the welfare and the betterment of conditions in the jewelry industry .. . but 
we oppose the adoption and use by any jewelry industry organization of any 
term or title signifying a standard for the retail jewelry trade unless such term 
or title has been approved by our association. 

* * 


We note with regret complaints from retail jewelers who operate near 
Army Posts and Navy Yards that the restrictions imposed against sales 
by the Government have been relaxed and request the stopping of such 


We note improvement in the wholesale-retailing conditions and commend the 
Federal Trade Commission for its continued activities against unfair competitive 
We commend the United States Chamber of Commerce and the 
National Retail Furniture Association for having taken up the battle against 


* 


We urge that at the earliest possible moment the four Commercial 
Standards recently adopted in the jewelry industry, with such revisions as 
are necessary, be enacted into one new Federal Stamping Act covering the 
entire precious metal group of platinum, gold, silver and colorable imita- 


. 


We commend the Jewelry Industry Publicity Board for its efforts in having 
jewelry exhibited on models appearing in advertisements of advertisers foreign 
to the jewelry industry and urge manufacturers and advertisers of silver, clocks, 
watches, jewelry and other kindred lines to do likewise. We urge every jeweler 


We commend manufacturers who are making a sincere effort to curtail 
production of new sterling flatware patterns and urge all manufacturers to 
co-operate in this curtailment program. We again express opposition to the 
so-called promotional patterns and sterling silver flatware promotions as 
being unnecessary, uneconomic and damaging to the silver industry and 
request manufacturers and retailers to discontinue such promotions. 

* 


We condemn the practice of retail jewelers selling a manufacturer’s product 
to another wholesaler, retailer or manufacturer at a price less than his regular 


* 


We ask manufacturers who establish and advertise resale prices to first 
obtain through ANRJA a record of the operating costs which must be 
covered to permit the retailer to operate without financial loss and that 
when manufacturers reduce such established resale prices, due considera- 
tion be given as to the resultant loss to the retail jeweler. 

* 


We commend manufacturers who have established so-called controlled distri- 
bution of their product and urge retailers to co-operate with such concerns. We 
also urge manufacturers of articles with an established resale price to take 


* 


We express appreciation of the advertising and publicity campaign of 
the DeBeers Consolidated Mines Ltd., and Associated Companies and be- 
lieve that much benefit will accrue to the entire jewelry industry as a 
result of this forward and constructive activity. 

* * 

We resolve that the executive committee be asked to study the advisability 

of chartering the state associations, prescribing association activities and duties, 
per capita liabilty, expenditure of funds, etc. 


* 


* 


aa 


. 


* 
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last year showed jewelry styles to 40,- 
000,000 people each. Paul W. Monohan, 
Krementz & Co., pointed to some signifi- 
cant facts tending to show why jewelers 
should support the Board. 

Wednesday evening was devoted to 
motion pictures, “The Art of Silver- 
smithing,” was shown by Reed & Barton, 
Taunton, Mass., which portrayed pro- 
gressive steps in the manufacture and 
retailing of silver. C. B. Hartman, of 
the company, traced the development of 
design in silver. 

The Elgin National Watch Co. pre- 
sented a film commemorating its 75th 
anniversary. The lecturer was Van 
Voorhees, the “voice” of “The March of 
Time,” who introduced the Elgin Big 
Ten Beauty Queens. The third picture 
of the evening was “New York World’s 
Fair, 1939,” a motion picture in color, 
shown by Felix B. Vollman. 

The growing enthusiasm among state 
associations was reflected in the reports 
of three regional vice-presidents, sub- 
mitted Thursday morning, Aug. 31. 

William G. Thurber, Providence, R. 
I., pointed to the well attended and 
highly profitable conventions held during 
the last 12 months in the Northeastern 
region. He was particularly encouraged 
by the reorganization of the Pennsylva- 
nia association which had, previous to 
this year, been inactive for some time. 
He predicted a bright future for the 
Keystone State association. 

Alvin Magnon, Tampa, Fla., was 
equally enthusiastic over the increase in 
association-consciousness_ displayed by 
jewelers in the Southeastern region 
which he represents for the national as- 
sociation. He cited several difficulties 
which he had met, some of which he 
had overcome, but on the whole was 
highly pleased with the results achieved. 

The success he finally met in organ- 
izing the Arkansas State jewelers was 
the high spot of the report submitted 
by Robert J. Slagle, Houston, Tex., 
vice-president for the Southwestern re- 
gion. 

“It is about a hundred to one shot that 
any honest jeweler, finding himself in a 
difficult position, would be better off if 
he carried his problem to the Jewelers 
Board of Trade, rather than to the 
places where he generally does carry it,” 
advised Howard L. Carpenter, president 
of the Albert Walker Co., Providence, 
president of the board. 

“What can we as retail jewelers do 
about Fair Trade laws?” asked Henry 
W. Von Unruh, Cincinnati, chairman of 
A.N.R.J.A.’s Fair Trade committee, in 
a discussion of this subject in which the 
association has been vitally interested 
for years. 


“Obviously the only answer,” said 
Mr. Von Unruh, “is that every man 
ask himself: What will I do about it? 
That puts the individual jeweler and 
the manufacturer on an absolutely even 
keel; the manufacturer’s product and 
my merchandise. Both have the same 
right to discuss what should be done 
about one’s product and the other’s 
merchandise. 

‘Two years ago, upon enactment of 
the Miller-Tydings Act, it was gener- 
ally felt that the manufacturer would 
voluntarily fall in line—and, after all, 
it is a voluntary proposition. But in 
spite of the continued assurances from 
old-line manufacturers throughout this 
long period of agitation to the effect 
that they would be among the first to 
fall in line when and if such a law 
came to pass, comparatively few have 
} themselves of its privileges to 
ate. 

“And so, we pause to commend the 
action of these few, and, as to the 
others, we ask ourselves, why ?—Well, 
first of all, we must consider that 
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The ladies’ banquet souvenir was a 
two-tone gold flower brooch by 
Louis Stern Co. 


originally the chief violator was none 

other than our old enemy, the retail- 

ing-wholesaler, who, with the progress 

of time, grew up to be the industrial 

jobber, with a price-cutting (7?) cata- 

logue in every purchasing agent’s office, 
and as industry grew, so his outlet 
also grew. 

“Department stores soon sensed the 
value (to themselves) of the appeal 
which jewelry store items hold for the 
public and began using the retail 
jeweler’s ‘bread and butter’ as loss 
leaders in their advertising pages, 
which gave another group, the so- 
called ‘credit’ operator, the idea of 
some real ‘bold face’ copy, known as 
bait advertising. 

“As long as this sort of thing was 
seemingly happening in our industry 
alone, it was difficult to do much about 
it, except file complaints. But today, 
these evils are recognized as a general 
menace by such bodies as the Federal 
Trade Commission, the United States 
Chamber of Commerce and the Better 
Business Bureaus throughout the coun- 
try.” 

“If every jeweler in the United States 
were a member of the Jewelers’ Security 
Alliance, jewelry crimes would be kept 
at a minimum, and consequently losses 
would be at a minimum and insurance 
premiums would be greatly reduced,” 


said Richard C. Murphy, counsel. 


Friday Morning 

The final business session of the con- 
vention, held Friday morning, Sept. 1. 
was devoted to reports from officers and 
committees, the presentation of three in- 
teresting addresses, a question and dis- 
cussion period and the installation of 
officers. 

In their reports as regional vice- 
presidents, Henry F. Stecher, Milwau- 
kee, Wis., for the Central region, and 
Tinley L. Combs, Omaha, Neb., North- 
western region, reviewed their activities 
of the year in the interest of the asso- 
ciation. 

“What is morale?” asked Paul W. 
Monohan of Krementz & Co., and Jones 
& Woodland Co., Newark, N. J., in open- 
ing his discussion on “Creating Store 
Morale.” “To me,” he answered, “it 
means that indefinable something that 
keeps a store and organization on its 
toes. The head of the company must 
have it—it begins at the top and works 
down through. It comes as the tangible 
result of leadership. 

“To inspire men in this way you must 
be enthusiastic about your business, not 
from the profit angle but from the ser- 
vice angle. You must believe that the 
basis of your business is to make homes 
and individuals happier by lifting them 
above the average in appearance.” 

Mr. Monohan stated that the jeweler 
must demonstrate his loyalty to his em- 
ployes and do everything to deserve their 
admiration and respect. The speaker 
advised store meetings, bulletins telling 
about new lines and other interesting 
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and informative data, a 12 months’ oper- 
ating plan and an educational plan for 
clerks. 

In another interesting talk Dr. Ken- 
neth Dameron, economist and professor 
of marketing, Ohio State University, dis- 
cussed “Consumer Relations.” 


Propose Electroplate Standard 

Edward Wichers, chemist of the Na- 
tional Bureau of Standards, who has 
handled many of the details in the prepa- 
ration and promulgation of Commercial 
Standards for the jewelry business, dis- 
cussed the operation of these standards 
and the benefits which have already been 
derived by the trade. He said in part: 

“There are four Commercial Stand- 
ards in which you, as retail jewelers, 
are directly interested. They have to 
do with articles made of karat gold, 
of filled or rolled gold, or combinations 
of sterling silver and gold, and of 
platinum. 

“The Commercial Standard for karat 
gold, that is articles consisting entirely 
of gold alloy, without any inferior 
metal, is now in effect for new 
but does not apply to stocks in re- 
tailer’s hands until Nov. 25 of this 
year. Under this standard the use of 
the term ‘solid gold’ is limited to fine 
or 24 karat gold. Since no jewelry is 
made of 24K gold the term ‘solid’ will 
fall into disuse. The reason for this 
restriction is that the term ‘solid’ was 
often understood by the public to mean 
fine gold, although I do not believe it 
was misunders by jewelers or 
others acquainted with the jewelry in- 
dustry. Three important provisions of 
the standard for karat gold articles 
are (1) that the karat mark shall not 
be applied to an article which is less 
than 10K fine; (2) that the karat mark 
shall not be applied to a weighted arti- 
cle, that is a hollow article filled with 
solder, cement, pitch or other foreign 
substances; and (3) that a trade mark 
must accompany the karat mark. There 
are exemptions for mechanical parts 
such as screws, springs, etc. 

“The standard for articles made 
wholly or in part of platinum is so 
detailed in its provisions as to pre- 
clude discussion in the limited time 
available. It is based on the platinum 
stamping laws of New York, New Jer- 
sey, and Illinois. Since there is no 
national law which regulates the mark- 
ing of platinum the newly adopted 
standard furnishes the only basis for 
nationally uniform quality-marking of 
platinum jewelry. 

“Preliminary consideration has al- 
ready been given to a commercial 
standard for gold-electroplated articles. 
There are some substantial obstacles to 
be overcome in classifying and stand- 
ardizing this class of goods but it 
goes almost without saying that a suit- 
able standard would tend to raise qual- 
ity levels and increase public con- 
fidence in electroplated articles. Here- 
tofore electroplating has been used 
mainly for articles of very inferior 
quality, but there are exceptions to 
this, as you know, and there seems to 
be no reason why the use of electro- 
plating should not be extended in the 
production of serviceable articles of 
relatively low cost.” 

It was at this session that the report 
of the Resolutions Committee was pre- 
sented by Arthur J. Sundlun, chairman. 

The installation of officers’ that 
brought the convention to a close found 
a son being installed as president by his 
ex-president father. The participants in 
this scene were Myron Everts, re-elected 
president for the coming year, and 
Arthur A. Everts, his sire, who headed 
A.N.R.J.A. from 1919 to 1921. 


1000 at the Banquet 

Unlike previous years, the banquet, 
which climaxed the convention Friday 
night, Sept. 1, was staged in the grand 
ballroom. Previously two smaller rooms 
were required, but this time all exhibits 
were removed shortly after noon on Fri- 
day and in a few hours this exhibit hall 
was transformed into a banquet room 
where nearly 1,000 jewelers and their 








guests enjoyed a sumptuous meal and 
several hours of entertainment. 

President Everts introduced a number 
of the distinguished guests and also pre. 
sented many of the active convention 
workers. 


And, Finally, the Fair 


“Jewelers’ Day” was observed Satur- 
day, Sept. 2, at the New York World’s 
Fair, with special features. 

At the House of Jewels there was 4 
special showing from 11 A.M. to 1 P.M. 
when only jewelers were admitted to the 
building. The observatory operated by 
the Elgin National Watch Co., also of- 
fered a special presentation. 

An extremely interesting and enjoy- 
able jewelers’ show was conducted from 
3:30 to 5:30 P.M. in the time and space 
building by Longines-Wittnauer, Ine. 


AJ y AJ 

Say! Did You See?— 
61—Harry Blasi—Barrasso & Blasi; 
Jimmie Theise—Acme Ring Co.; Wil- 
liam G. Lenhart. 

62—George J. Gruen—Gruen Watch Co. 
63—Ben. Staufenberger—Marathon Co. 
64—Benjamin S. Katz—Gruen Watch 
Co.; Myron Everts, president, A. N. 
R. J. A.; Teviah Sachs—Gruen Watch 
Co. 

65—Larry Cohn, M. M. Michelson— 
Gold Recovery & Refining Corp. 
66—Bob Culver, William Selberg, 
George Wert, George Downey, Frank 
Chrieleison, Thomas J. O’Connell, A. 
L. Rowe (seated)—Elgin National 
Watch Co. 

67—T. H. Wilkinson, !. Abel, S. Perl- 
man, F. Goulet, B. Schwettman, Harry 
Bailey, F. Coilker, E. Mayer—Longines- 
Wittnauer Co., Inc. 

68—William Ogush—Katz & Ogush, 
Inc. 

69—C. M. Dobbs, Harrisburg, Pa.; Joe 
Goldstone—Iimperial Pearl Syndicate; 
R. W. Landis, Harrisburg, Pa. 
70—Waiter L. Kahn—L. & M. Kahn & 


Co. 

71—Charles H. Fetter—American Time 
Products, Inc.; James Schulz. 
72—Louis Lamb, George Spelimyer—R. 
F. Simmons Co.; Herman Laks, 
Wilkes-Barre, Pa. 

73—Roy C. Newkirk, Pinkerton opera- 
tive and his chief, Capt. H. S. Mosher. 
74—H. Gross—Standard Novelty Box 
Co. 

75—Mr. & Mrs. J. W. Robbins—China 
Overseas, Inc. 

76—Wilson A. Streeter, Bailey, Banks 
& Biddle Co., Philadelphia; Paul Mono- 
hon and Walter M. Krementz, Jr.— 
Krementz & Co. 

77—Murray J. Schless—Schless-Har- 
wood Co. 

78—Harry Davis. 

79—Harry Hayward, Floyd Wallace, 
Tom McCready—R. Wallace & Sons 
Mfg. Co.; H. J. Fuller—Gorham Co. 
80—Lee Abraham, Milton Sloves, Bert 
Kaufman, Nat Alexander, Nat Kramer, 
A. Rolnick—Bernat Co. 

8i—J. R. Murphy, Jr., Craig Munson, 
H. S. Marshall—tinternational Silver 


Co. 

82—Miss M. Olson—Byard F. Brogan. 
83—William A. Kessinger, Lewistown, 
Pa.; John Schmeid—Croton Watch Co. 
84—R. R. Colway, S. Bordow, C. M. 
Herrick, Frank J. Moran, George H. 
Kramer, H. G. Graff, R. A. Tooke, 
Larry Kenard—Wm. A. Rogers, Ltd. 
85—Martin Silver, |. Overman, Harry 
B. Smith, Marion Malkin—Norman 
Morris, Inc. 

86—M. Harris, B. Jaffrey, E. Harris, 
E. Ullman—Art Metal Works, Inc. 
87—Peck L. Zeitung, E. C. Stevens, 
president International Silver Co. 
88—Alex. Brown, Chicago; L. A. 
Aisenstein — Aisenstein-Woronock & 
Sons, Inc.; A. Cohen, London, England. 
a Jacobs—Norma Multikolor, 
nc. 

90—Royal C. Linthicum—Buss-Linthi- 
cum-Thorson, Inc.; Alice Butler, Alma 
Mitchell, Billie Elrod and Lucy Max- 
well, Duval Jewelry Co., Jacksonville, 
Fla.; A. B. Bernstein—Buss-Linthi- 
cum-Thorson, Inc. 

91—Norman Morris, Herman T. 
Jarecki, Erie, Pa.; Max S. Greenwald— 
Norman Morris, Inc. 











A display of the products of 20 Swiss 
watch manufacturers was viewed by the 
jewelers during their visit to the Swiss 
Pavilion. 


International Offers Window Aids 

Polly Pettit, New York, creator of 
window and store displays, presented 
under the sponsorship of International 
Silver Co., a “window display clinic.” 

Monday’s discussion was devoted to 
design in display arrangement. Tuesday 
afternoon, Miss Pettit explained the 
principles of color combination which 
must be employed to give window dis- 
plays eye appeal. 

Wednesday was devoted to a discus- 
sion of “don’ts” which have to do with 
the principles of draping backgrounds, 
latform and support arrangements, and 
the combination of curves and angles. 

Thursday afternoon’s discussion was 
on displays for the store interior from 
the standpoint of effective selling and 
best possible tie-up at point of sale. Re- 
tailers who attended were able to carry 
away with them many a helpful and 
practical hint. 


Breakfast Conferences Popular 

A series of 8 o’clock breakfast confer- 
ences on the sale of watches, silverware 
and diamonds and the installation and 
operation of a  credit-selling system 
brought out a large group of early-rising 
jewelers each morning, Tuesday through 
Friday. 

The first requisite for selling any prod- 
uct is confidence, said Robert Slagle, di- 
visional vice-president of the ANRJA, in 
discussing the topic “How to Sell More 
and Better Watches” at the first of these 
conferences. There’s every reason for 
confidence, he continued, in his efforts 
to stimulate watch sales, for the jeweler 
who ties in his own individual selling ef- 
forts with the advertising of manufac- 
turers and the jewelry publicity cam- 
paign will find the battle half won 
before’ he starts. 

“Make it easy for your prospects to 
interpret your watches in beauty and 
price appeal,” Mr. Slagle went on. “Eye 
appeal sells 87 per cent of all the 
watches worn, and price appeal closes 
the sale without resistance. Be careful 
not to talk too much—more sales are 
lost by too much talking on the part of 
the salesman than by too little. Remem- 
ber that when the customer asks to see 
your watches, he is already 90 per cent 
sold and the intelligent answering of a 
few questions is usually the best method 
of sales attack.” 


Go After Bigger Silver Sales 

Retail jewelers should think in terms 
of larger units of sales. said Arthur L. 
Terwilliger, Philip H. Stevens Co., Hart- 
ford, Conn., in discussing the topic, 
“How To Sell More and Better Silver,” 
at the breakfast conference Wednesday, 
Aug. 30. “Too often they underestimate 
their prospects’ buying power and are 
content with selling a $3 bon-bon dish 
when a larger sale could be consum- 
mated,” remarked the speaker. 

“Too often, too,” he said, “the 
jeweler considers he has made a com- 
plete sa'e of a set of hollowware, when 
he closes the deal for a five-piece tea 
set, overlooking the many supplemen- 
tary items that could well be added to 
it. 

“Sound knowledge is necessary to the 
retailer who wants to make a real suc- 
cess of his silver department. He must 
know the elements and influence of de- 
sign and be able to discuss various 
sty’es and groups of patterns intelli- 
gently with prospective buyers. He 
must know the sources of supply for 
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the kinds of design which the customer 
is thinking of, and above all, must em- 
phasize quality, beauty and pride of 
possession in his selling talk, rather 
than price and bargain. 

“An important factor is the proper 
education of his sales force. 

“Make the sales room pleasant, com- 
fortable and attractive. Have plenty of 
room, provide your customers with easy 
chairs and ample supply of ash trays, 
so as to make them feel thoroughly at 
ease, and in a frame of mind to make 
a leisurely well-considered selection.” 


A lively flow of questions and answers 
followed Mr. Terwilliger’s address. One 
interesting question asked was if flat- 
ware for the prospective bride should 
be marked with the initial of her maiden 
name or her marriage name. The chair- 
man called for a show of hands on this, 
and the vote was overwhelmingly in 
favor of the use of the marriage name. 


‘ 


“How to sell more and better dia- 
monds” was the topic of Thursday’s 
breakfast conference, led by W. G. Dros- 
ten, Drosten Jewelry Co., St. Louis, Mo., 
with Alvin Magnon, Adams Jewelry Co., 
Tampa, Fla., as chairman. Specialization 
and concentration was the prescription 
offered by Mr. Drosten, who follows the 
plan of centering his efforts upon only 
those departments which have proved 
themselves profitable, such as diamonds. 
In fact, he has eliminated nine sections 
which an audit survey disclosed were 
not paying their own way and were be- 
ing carried by the profits’ made in other 
divisions of the store. The net result 
has been, Mr. Drosten said, that with a 
smaller establishment, and a_ substan- 
tially lower overhead, he is making a 
better net profit on the store as a whole. 


Some How’s and Why’s of Credit Selling 


Jewelry store installment selling was 
hailed as a means to lift turnover from 
the once-a-year basis common to so- 
called “cash” stores to five or six times 
a year, in the breakfast conference Fri- 
day morning, Sept. 1, with Tinley L. 
Combs of Omaha, Neb., presiding. 

A. N. Slavick, of A. N. Slavick 
Jewelry Co., Los Angeles, was the first 
of two expert credit jewelry store oper- 
ators to present a convincing insight to 
this subject. He said that the principles 
of installment credits are sound and can 
be used at times by every jeweler. He 
continued: 


“Installment selling opened up a 
large new field of jewelry buyers 
among wage earners, and that class, 
living on a fixed income or budget 
basis. Many of these were lovers cf 
the fine things kept in the jewelry 
store, but never thought they would 
ever be able to possess them. They 
are the people who are not inclined to 
save, and when they see the possibility 
of enjoying lovely things they easily 
become credit buyers. 

“The weekly or monthly payments 
keep them returning and other pur- 
chases are continually added to their 
accounts. These repeated visits are 
the means of forming friendly contacts 
with companions accompanying them 
who often become customers in turn. 

“People with savings as a rule prefer 
to buy on credit and pay out of income 
rather than disturb their bank ac- 
counts. ... 

“Advertising is probably one of the 
most important factors in every mer- 
cantile success, and the credit jeweler 
has intuitively recognized its value. 
Some of them have advertised with 
reckless abandon, much of it crude and 
subject to criticism but, regardless, it 
has brought results. 

“Since the depression many of our 
regular jewelry store items have so 
fallen off in demand that they are 
hardly worth the space they occupy. 
The credit jeweler recognized this, and 
replaced them with merchandise that 
would sell. Some departments were 
added that were far removed from 
regular jewelry store items, being more 
in the line of necessities and conveni- 
ences, but these have been the means 
of partly keeping up the volume. 

“Impressing the customer with the 
fact that payments are expected to be 
made promptly is valuable. It not only 
brings in the cash, but decreases the 
indebtedness so the customer can be 
sold additional merchandise. 

“The installment jewelry business, 
when operated on a larger scale, is 
not easy. It requires constant atten- 
tion and vigilance. There must be a 
firm policy maintained on collections, 
and yet one that can recognize ex- 
tenuating circumstances for non-pay- 
ments. The collection manager must 
collect the account while having con- 
stantly in mind the necessity of hold- 
ing the good will of the customer.” 


The percentage loss on bad accounts, 
he said, ranges from less than 1 per 
cent for old cash stores with a back- 
ground of years of ethical dealings that 
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have gone into installment selling to 5 
per cent for stores which, in their eager- 
ness for profit, cater to inexperienced 
buyers. Ten per cent of volume can 
wisely be spent for carefully managed 
advertising, with newspapers, radio, 
direct-by-mail, billboards and street cars 
the most productive mediums in the 
order given. 

As a general policy, said Mr. Slavick, 
ten months is a good duration of time 
for accounts to cover, although a year 
is advantageous for advertising. 

Charles J. Michaels, of Michaels, Inc., 
Hartford, Conn., cited a 60-year-old 
business which has been changed com- 
pletely without sacrificing its dignity to 
feature installment selling, with the re- 
sult that it now does a far greater vol- 
ume, carries a decidedly smaller stock, 
and after one year, counts its profits in 
cash or accounts receivable rather than 
in larger inventories much of which is 
obsolete. 

Mr. Michaels declared that installment 
selling has been the greatest single force 
in the sale of jewelry for more than 15 
years, during which installment dealers 
spent millions of dollars for advertising. 
Installment selling, he said, will consti- 
tute the large portion of any increased 
jewelry business in the future, adding: 


“Don’t worry about losing your good 
name by doing business on this plan— 
you'll suffer this loss only if you de- 
liberately invite it. 

“Learn from the installment jewe'er 
how to get turnover of stock five or 
six times a year instead of once. Ac- 
cept that part of his advertising energy 
which will attract the mass purchasers 
to your store. Strive for installment 
accounts who pay, rather than for 
class accounts who do not. You'll be 
amazed at the results, and believe it 
or not, your reputation will be hurt 
only in the event that your ethical 
standards weaken. 

“The entire country is installment 
minded—even the class of people whom 
you are afraid to offend, would buy 
more of the luxurious items which you, 
the cash jewelers sell, provided that 
your reputation, and your knowledge 
and experience are behind every trans- 
action, together with a sensible and 
fair system of divided payments. 

“I'd like to touch on just two more 
related subjects. Most important in 
many jewe'ers’ minds, is that of fi- 
nancing installment sales. Of course, 
capital is necessary to any expansion 
of business. In some cases it presents 
a real problem, but there are hundreds 
of other cases where inventories fur- 
nish the answer. No one can convince 
me otherwise, becavse I’ve seen more 
than enough to satisfy me that pride, 
and not good business judgment has 
resulted in uncalled for investment in 
slow moving stock. 

“Those of you who are not selling 
on installments, can if you will, put 
yourselves in line for a greater share 
in the upswing now indicated.” 





® In formal afternoon attire, this young matron 
wears a watch of rose gold set with diamonds, a 
three-strand gold bead necklace and bracelet and 
a gold, ruby and diamond little-finger ring. 


@ Brown and yellow amber necklace and gold and 
amber flower brooch accent this green wool cos- 
tume. The gold watch has a flexible gold bracelet. 


© Bib-type necklaces are costume jewelry news. 
Here is a gold finish with turquoise and other 
colored stones and matching bracelets and ring. 


® This necklace and bracelet of gold and car- 
nelian beads is combined with two-tone gold clips 
in a curving ribbon and leaf pattern and gold 
earrings that follow the curve of the ear. 
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A. N. B. J. A. Sees 
New Jewel Styles 


Jewelry Industry Publicity Board Pre. 
sents $850,000 Fashion Show. Gowns by 
courtesy of Saks-Fifth Ave., New York 
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COMMUNITY PLATE 
40% OFF ems 


ALL PATTERNS including The New Design “FOREVER” 
32 SPECIAL SETS AND OPEN STOCK 
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